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INTRODUCTION 
Companies planning to stay in business beyond today are likely to find a computer 
and a communications line at the beginning, middle and end of every transaction 
(Janal, 1995). Companies have recognized the World Wide Web (WWW) as an 
extremely valuable marketing tool (Bell and Tang, 1998). The WWW provides 
tremendous potential for direct marketing and early stage marketing (Berthon et al, 
1996; Poon & Jevons, 1997). Taking cue from the potential of the WWW, this 
research study focuses on the prospects and problems of web-based marketing for 
Indian companies. 
JUSTIFICATION FOR THE STUDY 
With the Internet user base in India expected to grow from 39 million in 2006 to 100 
million in 2007 (Singh & Mukherjee, 2006), and increasing number of companies 
adopting the concept of web based marketing, there is an emerging need to understand 
the challenges and opportunities that it holds for Indian companies. Thus, this study 
aims to focus on the prospects and problems that Indian companies are facing when it 
comes to adopting web-based marketing. Though, several researches have been 
conducted in the area of Internet marketing in US and other developed country, in 
India, this area is still in the stage of infancy. No study can be located that examined 
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the Indian companies in terms of their prospects and problems of web-based 
marketing. Previous studies in this area, especially those carried out by Kiani (1998), 
Sharma, Gupta «fe Manhas (2002), Venkatesh & Balachandran (2003), and Wu, 
Mahanjan & Balasubramanian, (2003) provided the required impetus. But, it should 
be kept in mind that none of the aforesaid studies dealt directly with prospects and 
problems of web-based marketing for Indian companies. 
Purchasing via the web has become one of the most rapidly growing forms of in-home 
buying, with sales growth rates outpacing those in traditional retail setting (Levy & 
Weitz, 2001). In India, the pace of purchasing via the web is gradually picking. In an 
article in the Economic Times (lANS, 2006), mentioned that 21% of the Indian senior 
netizens are seen shopping online. Another study by A C Nielsen mentioned that 
Indians top global average in Net shopping. While globally, people made 4.9 buys a 
month, in India the average is 5.2 buys a month (Parwan, 2005). 
The study by Wu, Mahajan & Balasubramanian, (2003) analysed the adoption of e-
business and its impact on business performance. This study provided a unified 
framework that captures the antecedents of e-business adoption intensity, and 
performance outcomes. They found that while the communication and internal 
administration aspects of e-business positively affect performance outcomes, the more 
high-profile activities related to online order taking and e-procurement do not. 
Researchers have also examined the concept of Internet marketing and have studied 
the key issues of assessment of Internet growth in the world, innovative applications 
of the Internet, digital technology and benefits for marketing, Internet servicing 
strategies, challenges being faced by the Internet marketers and suggestions for 
marketers (Sharma, Gupta & Manhas, 2002). While researchers like Sallehhuddin 
et al, (2004) have mentioned that web-based marketing adds to the competitive 
advantage of an organization. 
Thus, globally the presence and the use of web has had a profound impact on the way 
companies do business and has been a subject matter of research, but in India, 
adoption and seamless integration of Internet or web marketing concept still eludes 
most companies. This research attempts to demystify the problems that companies in 
India are facing while adopting web-based marketing. This study aims at focusing on 
not only the problems but also the prospects that exist for the companies desirous of 
implementing web based marketing strategy. 
REVIEW OF LITERATURE 
Most of the literature available today basically talks about the technology related 
aspects of web-based businesses and how to adapt that technology for online business. 
Very limited literature exists on the issues specific to the businesses, more 
specifically, in the Indian context. Thus, in the present study, efforts have been made 
to collect and compile information from various sources pertaining to the issues 
related to the successful adoption and seamless integration of web-based marketing 
strategy in the Indian context. The review of literature ranges from the year 1977 to 
2006. 
RESEARCH OBJECTIVES 
The overall purpose of the research was to determine the prospects and problems of 
web based marketing for Indian companies. The study focuses on the Indian 
companies in general and, to gain deeper insights, into broad areas of manufacturing 
and service sector. This sectoral classification was expected to provide a better 
understanding of the prospects and problems in terms of web based marketing. 
The study had the following objectives: 
> To generate a profile of companies which have an online presence in terms of 
interactivity of their websites. 
> To generate a profile of companies in terms of their net centricity. 
> To investigate the nature of deployment of companies websites as intranet, 
extranet and Internet. 
> To investigate the perceived objective of being online viz. net visibility, 
anytime-anywhere browsing etc. 
> To identify the prospects and problems associated with web-based marketing. 
> To investigate the perceived impact of online presence on sales turnover. 
> To categorise the operations of companies in terms of B2B, B2C, C2C and 
C2B domains. 
> To compare the performance of Indian companies in terms of various 
dimensions related to successful implementation of web marketing strategy. 
With the objective of comparing the performance of companies on the various 
parameters under study, a scale was also developed. 
RESEARCH METHODOLOGY 
This chapter focuses on the research hypothesis, research design and the procedures 
followed for conducting the study. Specifically, this chapter describes the instrument 
development process, pilot study and pre-testing, data collection and data analysis 
procedures. The issues of the reliability and validity of the measurement scales are 
also addressed. 
Hypothesis 
The research hypotheses were formulated with respect to various dimensions related 
to web-based marketing relevant in the Indian context. The null hypotheses 
considered for the study were: 
Hoi: There is no significant difference between the two types of companies in terms 
of their Marketing Orientation. 
H02: There is no significant difference between the two types of companies in terms 
of its Orientation Towards Top Management. 
Ho3'- There is no significant difference between the two types of companies in terms 
of Financial Orientation 
Ho4'. There is no significant difference between the two types of companies in terms 
of Orientation Towards Cyber Issues 
Hos: There is no significant difference between the two types of companies in terms 
of its Orientation Towards Online Transactions 
Ho6. There is no significant difference between the two types of companies in terms 
of Orientation Towards Suppliers. 
Ho7'. There is no significant difference between the two types of companies in terms 
of Orientation Towards Competitors. 
Ho8'- There is no significant difference between the two types of companies in terms 
of Orientation Towards E-Business. 
H09: There is no significant difference between the two types of companies in terms 
of Orientation Towards Company Responsiveness. 
Hoio'- There is no significant difference between the two types of companies in terms 
of Customer Orientation. 
Hon: There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and its online presence. 
H012'' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and its interactivity level of online 
presence. 
Hon' There is no significant association between the sector to which a company 
belongs and its company type i.e. pure play or net centric; hybrid or bricks and 
clicks. 
Hoi4' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and the use of companies website as 
Intranet, Extranet and Internet. 
HOIS'. There is no significant association between the sector to which a company 
belongs and its net visibility. 
H016' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and anytime-anywhere browsing by 
customers. 
Hon: There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and personalized services offered to 
customers. 
Hois'- There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at facilitating online 
purchases. 
H019'' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at cutting down on 
transaction time. 
Ho2o'- There is no significant association between the sector to which the company 
belongs and their attempts at increasing their customer base. 
Ho2i: There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at database 
maintenance. 
Ho22' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at getting real time 
feedback. 
Ho23' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at streamlining the 
supply chains. 
Ho24'' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at web presence 
geared towards employee use only. 
Ho25'. There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their operations in B2B domain. 
Ho26' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their operations in B2C domain. 
Ho27'. There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their operations in C2C domain. 
Ho2s' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their operations in C2B domain. 
Ho29'- There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and the deployment of browser type 
Internet Explorer. 
Ho3o'' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and the deployment of browser type 
Netscape. 
Ho3i'. There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and the deployment of browser type 
Firefox. 
RESEARCH INSTRUMENT 
The research instrument (appended in Appendix I) consisted of a structured 
questionnaire that was specially designed for the study. The questionnaire was 
designed with the inputs from previous studies (Kohli & Jaworkski, 1990; Narvar & 
Slator, 1990; Damanpour, 1991; Hoffman & Novak, 1996; Seybold, 1998, 2005; 
Smith, 2000; Curry & Curry, 2000; Peters & Waterman, 2004; Wu, Mahajan & 
Balasubramanian, 2003). The research instrument was refined on the basis of the 
feedback received during the pilot study. After the questionnaire was pilot tested, each 
question was examined for its clarity and relevance to the purpose of the research, 
which resulted in some modifications to the questions. 
SAMPLING PROCEDURE 
The population of interest was the entire database of CII (Confederation of Indian 
Industries), which is a premier body that represents the Indian Industry and is a 
membership based body. The CII database consists of companies of repute spread all 
across the country. The 4653 companies registered with them formed the sample 
frame for the study. Out of this population, a sample of 1200 companies was selected 
through a simple random sampling process using random seed feature of SPSS 13. 
For the sake of developing better and focused understanding, randomly selected 
companies were categorized into manufacturing and service companies. The CII 
database acted as a ready reference as it is itself segregated into broad industry types 
i.e. services and manufacturing. 
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DATA COLLECTION PROCEDURE 
The researcher then collected the data in various stages as described below: 
Stage I : Herein, the researcher sent the structured questionnaire to all 
the 1200 companies that were selected through the random sampling 
technique. The questionnaire was sent to Marketing Heads of all these 
companies through e-mail. In all, 96 responses were received through 
this exercise from companies of interest. 
Stage II: During this stage, the questionnaire was sent to the remaining 
1104 companies through courier. The mailed package included a 
personalized letter highlighting the academic nature of the study and a 
business return envelope. The researcher received 72 responses. 
Stage III: An e-mail reminder was sent to the remaining companies 
and 38 responses were received. 
Stage IV: During this stage, the researcher contacted the companies 
through telephone. Hard copies of the questionnaire were sent to those 
companies with whom the researcher had had telephonic 
conversations. This was followed up with personal interviews and the 
result was that 42 more responses were received. 
Thus, there were 228 usable responses obtained from the randomly selected 
companies. 
METHOD OF ANALYSIS 
Factor Analysis 
The data was then subject to Principal Component Analysis (PCA), a method 
categorized under the broad area of factor analysis. Principal Components (PC) 
analyzes all the variance in the items. PC is generally considered the best method for 
the pragmatic purposes of data reduction. With PCA, the 57 web-marketing related 
variables contained in Q.IO of the research instrument were reduced to 48 variables 
under 10 broad factors which were assigned names such orientation of top 
management, orientation towards customers, orientation towards competitors, etc. To 
give a bird's eye view, the flow chart depicting the schema of analysis is presented in 
Fig. 1. 
In this research, we have used varimax rotation with which maximum possible 
simplification is reached. With varimax rotational approach there tends to be some 
high loadings close to -1 or +1, thus indicating a clear posifive or negative association 
between the variable and the factor close to 0, indicating a clear lack of association 
varimax rotation gives clear separation of factors. 
hi this study, KMO measure of sampling adequacy was calculated. This suggests that 
the data is adequate for factor analysis. Barlett's test of Sphericity was also calculated 
which suggested that the null hypothesis correlation matrix came from a population in 
which the variables were non coUinear or not correlated. 
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Figure 1: Flow Chart Depicting the Schema of the Analysis 
Development of Research Instrument 
Collection of data 
Data Validation 
Factor Analysis 
Interpretation of Factors 
Reliability Analysis of the Scale 
Using Cronbach's Alpha and 
Guttman's Coefficients 
Norm Based Scoring Use of Independent Sample T-
test to Analyze Differences 
Use of Chi-Square Statistics to Test for Associations 
I 
Interpretation of Findings 
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Table 1; Factor Analysis Results 
^^ ^^ ^^ ^^ B-
^ffl^^^^^^^^'^jg^g^^^l'---' 
Increased market share 
Increased sales volume 
Changes in product pricing 
Increase in acquiring new 
customers 
More loyal customers 
Strengthen relationships with 
partners and people 
Send regular updates 
Qucik in responding to new 
technologies 
Frequent information 
exchange between dept. & 
people 
Adapt internet related 
marketing trends 
Sensitive to competitors 
initiative 
Increase online interaction to 
meet customers future needs 
Provide resource to 
implement e-marketing 
practices 
Keep track of latest 
technology 
Keep track of e-business 
practices 
Increase in contribution of 
sales through web marketing 
5.396 
4.466 
0.770 
0.762 
0.642 
0.608 
0.561 
0.560 
0.546 
0.467 
0.466 
0.801 
0.741 
0.716 
0.690 
0.651 
0.587 
0.405 
. VwMnce 
9.993 
8.270 
12 
•^%>.^^:^%^^4^m 
• r - ' ^^V^- i^ i ' 1 Reduced cost of production 
transaction 
Reduced cost of general 
management activities 
Reduced cost of coordinating 
with stakeholders 
Reduced cost of marketing 
3 765 
Increase m customers 
Increase m customer retention 
Use of online marketplaces 
Reduced cost of acquiring 
new customers 
0.767 
0.649 
0.559 
0.557 
0.549 
0.534 
0.506 
0.449 
6.972 
Orientation 
Towards 
Concerns over secunty & 
measures 
0.682 
Adhere strictly to applicable 
cyber laws 
3.136 0.596 
' i3Pac^%) Implement e-business 
practices 
0.559 
5.808 
Qrienta0eii 
Towaf^ is 
Accept online orders and 
payments 0.794 
Customers track electronically 
about orders 
3.003 
0.633 
(F<«*r5) 
Is seen as technology 
deficient if not implemented 
e-business practices 0.444 
-r-r^^ 
5.560 
Orienta^D 
Towards 
Suppliers directly link with 
database 0.772 
Track orders electronically 2.980 0.661 
(faetori^ Online searching and locating potential suppliers 0.617 
5.519 
13 
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Norm Based Scoring 
With the objective of developing a scale, norm based scoring was carried out on the 
lines suggested by Garrette (1982) and Ware et al. (1998). Norm based scoring allows 
to compare performance with standardized norm groups. Herein, Z scores were 
obtained. (Z score provides relative location of each score on the distribution of our 
data). Aggregate scores of all items related to a particular factor. Z scores were 
obtained to identify the location of each score on the distribution of our data. 
Z scores were obtained to provide homogeneity to the distribution in such a way that 
measures of central tendency and variance becomes identical with the objective of 
developing relevant norms. On the hues suggested by Ware (1998), T-scores were 
calculated using the following formula: 
T-Score= (Z score* 10) +50 
The maximum and minimum T-score values along with the percentile values are 
given in Table 2. 
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Table 3: Table of Norms 
s. 
NO. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10 
FACTORS 
Marketing 
Orientation 
Top 
Management 
Orientation 
Financial 
Orientation 
Orientation 
towards Cyber 
Issues 
Orientation 
towards Online 
Transaction 
Orientation 
Towards 
Suppliers 
Orientation 
Towards 
Competitor 
E-Business 
Orientation 
Company 
Responsiveness 
Orientation 
Customer 
Orientation 
POOR 
0-25 
(Percentile) 
MIN 
9.00 
15 
24 
8 
30 
24 
19 
18 
21 
11 
MAX 
47 
45 
44 
46 
44 
44 
44 
45 
44 
44 
SAT 
25-50 
(Percentile) 
MIN 
47.1 
45.1 
45.1 
46.1 
44.1 
44.1 
44.1 
45.1 
44.1 
44.1 
MAX 
50 
50 
50 
51 
50 
50 
50 
50 
50 
51 
GOOD 
50-75 
(Percentile) 
MIN 
50.1 
50.1 
50.1 
51.1 
50.1 
50.1 
50.1 
50.1 
50.1 
51.1 
MAX 
56.0 
56.0 
54 
59 
60 
58 
56 
57 
55 
59 
EXCELLENT 
75-100 
(Percentile) 
MIN 
56.1 
56.1 
55.1 
59.1 
60.1 
58.1 
56.1 
57.1 
55.1 
59.1 
MAX 
100 
100 
100 
100 
100 
100 
100 
100 
100 
100 
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Table 1: Factor Analysis Results 
Factor 
Constructs 
r 
Marketing 
Orientation 
(Factor 1) 
-
Top 
Management 
Orientation 
(Factor 2) 
Item 
Increased market share 
Increased sales volume 
Changes in product pricing 
Increase in acquiring new 
customers 
More loyal customers 
Strengthen relationships with 
partners and people 
Send regular updates 
Qucik in responding to new 
technologies 
Frequent information 
exchange between dept. & 
people 
Adapt internet related 
marketing trends 
Sensitive to competitors 
initiative 
Increase online interaction to 
meet customers future needs 
Provide resource to 
implement e-marketing 
practices 
Keep track of latest 
technology 
Keep track of e-business 
practices 
Increase in contribution of 
sales through web marketing 
Eigen 
Value 
5.396 
4.466 
Factor 
Loading 
0.770 
0.762 
0.642 
0.608 
0.561 
0.560 
0.546 
0.467 
0.466 
0.801 
0.741 
0.716 
0.690 
0.651 
0.587 
0.405 
Variance 
Explained 
(%) 
9.993 
8.270 
12 
Factor 
Constructs 
Financial 
orientation 
{Factor 3) 
Orientation 
Towards 
Cyber Issues 
{Factor 4) 
Orientation 
Towards 
Online 
Transactions 
[Factor 5) 
Orientation 
Towards 
Suppliers 
(Factor 6) 
Item 
Reduced cost of production 
transaction 
Reduced cost of general 
management activities 
Reduced cost of coordinating 
with stakeholders 
Reduced cost of marketing 
Increase in customers 
Increase in customer retention 
Use of online marketplaces 
Reduced cost of acquiring 
new customers 
Concerns over security & 
measures 
Adhere strictly to applicable 
cyber laws 
Implement e-business 
practices 
Accept online orders and 
payments 
Customers track electronically 
about orders 
Is seen as technology 
deficient if not implemented 
e-business practices 
Suppliers directly link with 
database 
Track orders electronically 
Online searching and locating 
potential suppliers 
Eigen 
Value 
3.765 
3.136 
3.003 
2.980 
Factor 
Loading 
0.767 
0.649 
0.559 
0.557 
0.549 
0.534 
0.506 
0.449 
0.682 
0.596 
0.559 
0.794 
0.633 
0.444 
0.772 
0.661 
0.617 
Variance 
Explained 
(%) 
6.972 
5.808 
5.560 
5.519 
13 
Factor 
Constructs 
• 
Orientation 
Towards 
Competitor 
(Factor 7) 
-
E-Business 
Orientation 
(Factor 8) 
Orientation 
Towards 
Company 
Responsiveness 
(Factor 9) 
Customer 
Orientation 
(Factor 10) 
Item 
Bid online 
Adopt innovative technology 
Exchange of information & 
views about competitors 
Analyse and respond to 
competitors' actions 
Adopt wide range e-business 
practices 
Respond rapidly to 
competitor's actions 
Customers demand strong e-
business relationships 
Have already adopted e-
business practices 
Relationships suffer, if e-
business practices not 
implemented 
Invest substantially in 
advanced business and 
technology training 
Rapidly respond to 
information asked by 
customers 
Provide real time solution 
Customer wants regular 
updates 
Customer wants to search and 
locate information 
Firms must respond to new 
tech. readily 
Eigen 
Value 
3.765 
2.699 
2.650 
2.535 
Factor 
Loading 
0.564 
0.667 
0.587 
0.514 
0.486 
0.436 
0.707 
0.663 
0.446 
0.678 
0.670 
0.461 
0.674 
0.667 
0.599 
Variance 
Explained 
(%) 
5.463 
4.999 
4.908 
4.695 
14 
Norm Based Scoring 
With the objective of developing a scale, norm based scoring was carried out on the 
lines suggested by Garrette (1982) and Ware et al. (1998). Norm based scoring allows 
to compare performance with standardized norm groups. Herein, Z scores were 
obtained. (Z score provides relative location of each score on the distribution of our 
data). Aggregate scores of all items related to a particular factor. Z scores were 
obtained to identify the location of each score on the distribution of our data. 
Z scores were obtained to provide homogeneity to the distribution in such a way that 
measures of central tendency and variance becomes identical with the objective of 
developing relevant norms. On the lines suggested by Ware (1998), T-scores were 
calculated using the following formula: 
T-Score= (Z score* 10) +50 
The maximum and minimum T-score values along with the percentile values are 
given in Table 2. 
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Table 3: Table of Norms 
s. 
NO. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10 
FACTORS 
Marketing 
Orientation 
Top 
Management 
Orientation 
Financial 
Orientation 
Orientation 
towards Cyber 
Issues 
Orientation 
towards Online 
Transaction 
Orientation 
Towards 
Suppliers 
Orientation 
Towards 
Competitor 
E-Business 
Orientation 
Company 
Responsiveness 
Orientation 
Customer 
Orientation 
POOR 
0-25 
(Percentile) 
MIN 
9.00 
15 
24 
8 
30 
24 
19 
18 
21 
11 
MAX 
47 
45 
44 
46 
44 
44 
44 
45 
44 
44 
SAT 
25-50 
(Percentile) 
MIN 
47.1 
45.1 
45.1 
46.1 
44.1 
44.1 
44.1 
45.1 
44.1 
44.1 
MAX 
50 
50 
50 
51 
50 
50 
50 
50 
50 
51 
GOOD 
50-75 
(Percentile) 
MIN 
50.1 
50.1 
50.1 
51.1 
50.1 
50.1 
50.1 
50.1 
50.1 
51.1 
MAX 
56.0 
56.0 
54 
59 
60 
58 
56 
57 
55 
59 
EXCELLENT 
75-100 
(Percentile) 
MIN 
56.1 
56.1 
55.1 
59.1 
60.1 
58.1 
56.1 
57.1 
55.1 
59.1 
MAX 
100 
100 
100 
100 
100 
100 
100 
100 
100 
100 
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SECTOR-WISE PERFORMANCE OF INDIAN COMPANIES 
After the factor analysis, the performance of the companies under investigation, 
belonging to the two sectors i.e. manufacturing and services sector, was categorized 
as poor, good, satisfactory and excellent on the basis of norms developed. Further, 
since the categories good and satisfactory fall roughly in between the two ends of the 
performance continuum (poor—excellent) therefore they were collapsed into a single 
category and given the name mediocre. Table 4 shows the sector-wise performance of 
the companies on the ten web marketing factors. 
Table 4: Performance of Companies on Web Marketing Factors 
S.No 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Factors 
Marketing 
Orientation 
Orientation of 
Top 
Management 
Financial 
Orientation 
Orientation 
towards cyber 
issues 
Orientation 
Towards 
Online 
Transaction 
Orientation 
Towards 
Suppliers 
Orientation 
Towards 
Competitor 
Orientation 
Towards e-
Business 
Company 
Responsiveness 
Customer 
Orientation 
Sector 
Mfg 
Services 
Mfg 
Services 
Mfg 
Services 
Mfg 
Services 
Mfg 
Services 
Mfg 
Services 
Mfg 
Services 
Mfg 
Services 
Mfg 
Services 
Mfg 
Services 
^ Poor 
(%) 
28.5 
21.5 
33.3 
17.6 
31.7 
29.4 
41.2 
27.4 
31.7 
19.6 
30.1 
27.4 
31.5 
29.4 
39.6 
I 9.8 
34.92 
[ 29.4 
34.9 
t 25.4 ^ 
Mediocre 
57.3 
41.3 
41.2 
43.08 
53.9 
37.2 
49.1 
41 
63 
60.8 
44.3 
45 
45.9 
50.9 
44.3 
43 
44 
39.1 
55.4 
50.9 
Excellent 
(%) 
14.2 
37.2 
25.3 
39.2 
14.2 
33.3 
9.5 
31.3 
4.76 
19.6 
25.3 
27.4 
22.2 
19.6 
15.8 
47.0 
20.6 
31.3 
9.5 
23.5 
Note: Percentages are sector-wise 
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CONCLUSIONS BASED ON T-TEST RESULTS 
Independent sample t-test was used to investigate the differences in means between 
companies belonging to the manufacturing and service sectors on each of the ten web 
marketing factors. The summary results for the same are presented in Table 5. 
Table 5: Summarv Table for T-test Results 
Web Marketing 
Factors 
Marketing 
Orientation 
Orientation of Top 
Management's 
Financial Orientation 
Orinetation Towards 
Cyber Issues 
Online Transaction 
Orientation Towards 
Suppliers 
Orientation Towards 
Competitor's 
Orientation Towards 
E-business 
Company 
Responsiveness 
Customer 
Orientation 
Sector 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
N 
126 
102 
126 
102 
126 
102 
126 
102 
126 
102 
126 
102 
126 
102 
126 
102 
126 
102 
126 
102 
Mean 
35.7423 
38.3684 
23.0795 
25.6402 
19.4036 
21.3686 
11.3644 
12.4137 
5.4493 
6.7481 
14.8599 
15.3169 
12.0092 
12.0948 
16.3653 
19.1654 
11.0152 
11.4234 
11.6776 
12.3198 
Interpretation 
S 
S 
s 
s 
s 
NS 
NS 
S 
NS 
S 
S: Significant; NS: Not Significant 
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INTERPRETATIONS ON THE BASIS OF CHI-SQUARE TEST 
RESULTS 
Table 6: Summary Table for Chi-square Test Results 
16 
17 
dimensions 
Online presence 
Interactivity level (interactive, somewhat 
interactive & static) 
Company type (pure play or hybrid) 
Use of company vyebsite as Intranet 
Use of company website as Extranet 
Use of company website as Internet 
Net visibility 
j\nytime-anywhere browsing by customers 
J*ersonalised service to customers 
Facilitate online purchases 
Cut down transaction tirne 
Increased customer base 
Enable database maintenance 
Get real time feedback 
Streamlining supply chain 
Employees use only 
B2B operations 
[hterpretation 
NS 
NS 
NS 
NS 
NS 
NS 
NS 
NS 
NS 
NS 
NS 
18 B2C operations NS 
19 C2C operations NS 
21 
20 I C2B operations 
Internet explorer browser 
NS 
22 
23 
Netscape browser 
Firefox browser 
NS: No significant association; S: Significant association 
NS 
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SUGGESTED WEB-BASED MARKETING STRATEGIES 
In the table below, an attempt has been made to summarize all the recommendations 
and suggested web-marketing strategies for Indian companies. 
Table 7: Suggested Web-Marketing Strategics for Indian Companies 
Web- 1 
Marketing 
Dimensions 
Marketing 
Orientation 
Top 
Management 
Orientation 
Financial 
Orientation 
Orientation 
Towards 
Cyber Issues 
Orientation 
Towards 
Online 
Transaction 
Orientation 
Towards 
Suppliers 
Suggested Web-Based Marketing Strateg ies ^M 
Companies need to adopt and dovetail available as well as 
evolving web-marketing tools to improve customer satisfaction 
levels as also introduce web-based CRM practices to gain 
competitive edge. The net result in the long run would be an 
increase in market share, sales volume, customer acquisition, and 
customer retention. Positive fallout may be the strengthening of 
relationships with partners as well as suppliers. 
The top management of Indian companies in general and those of 
the manufacturing sector in particular needs to be proactive in the 
adoption and implementation of web-based marketing strategies. 
Companies need to quickly adopt web-based solutions to reduce 
costs related to production transactions, general management 
activities, marketing, coordinating with stakeholders, and 
acquiring new customers. 
Companies must increase their awareness regarding cyber laws, 
cyber crimes, security issues, privacy issues and must take care 
of customer trust and confidence while implementing e-business 
practices. 
Majority of the companies need to take steps to facilitate online 
transactions in order to offer customers as well as other 
stakeholders the real benefits of web-marketing like any-time 
purchases, order tracking etc. 
Companies must allow their suppliers to directly link with their 
databases and networks. This would benefit not only the 
suppliers but also the companies in the form of reduction in time 
required for supplier search, material procurement, disbursement 
of payment as well as order tracking. 
21 
Orientation 
Towards 
Competitors 
Companies should adopt innovative web-bases technologies to 
gain competitive edge. This may enable them to critically analyse 
their competitor's strengths and weaknesses and rapidly respond 
to their actions. 
Orientation 
Towards E-
business 
Since, customers demand strong e-business relationships, 
companies must gear themselves up for this by implementing 
appropriate e-business strategies. 
Orientation 
Towards 
Company 
Responsiveness 
In today's business world, customers desire rapid response from 
companies. This rapid response to a customer queries would go a 
long way in keeping the customer satisfied and forging a long 
term relationship with him. But this no doubt calls for substantial 
investment in advanced business processes and technologies as 
well as training of employees. 
Customer 
Orientation 
Online 
presence 
The companies need to adopt web-based marketing tools in order 
to facilitate greater customer-company interaction and improved 
service delivery. 
More and more companies should attempt to have online 
presence 
Interactivity 
level of 
websites 
Use of 
Companies's 
Website as 
Intranet, 
Extranet and 
Internet 
Net visibility 
The higher the interactivity level of a website, the better and 
faster would the response time, leading to improvement in user 
experience. 
Increasing number of companies must interact not only with its 
customers, but also suppliers, its employees 
All the companies need to not only have net visibility but also 
facilitate greater interactivity. 
Anytime-
anywhere 
Browsing by 
Customers 
Personalised 
Service to 
As increasing number of customers demand anytime-anywhere 
browsing, companies must make attempts to facilitate the same. 
Companies need to adopt appropriate web-based technologies to 
offer personalized services to customers. They need to keep in 
22 
H ^ j H Customers 
H H | Facilitate 
^ ^ B H Online 
^ ^ ^ H Purchases 
• • [ Cut Down 
^ ^ ^ B Transaction 
^ ^ ^ 1 Time 
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1 
20 1 
( 
Enable 
Database 
Maintenance 
Get Real Time 
Feedback 
Streamlining 
Supply Chains 
mind that the demand for such services is bound to grow with 
time and that it will constitute an important ingredient in the mix 
of elements that add value to customer-company interface. 
Indian companies are still lagging behind in the adoption of 
technologies geared towards facilitating online purchases. 
Adoption of the same is the need of the hour as the present day 
customer is increasingly getting time-poor. He is also wary of 
traveling distances to make purchases especially in case of 
products where touch and feel factor does not play a significant 
role in purchase decisions. 
Indian companies are still lagging behind in the adoption of 
technologies geared towards cutting down on transaction time. 
Adoption of the same is the need of the hour as it would lead to 
substantial saving in terms of money. 
Indian companies need to adopt technologies that will enable 
them to manage large databases. This is no doubt a pre-requisite 
for improvement in CRM initiatives as also seamless interaction 
with other stakeholders such as suppliers, partners and even 
shareholders. 
Unless the Indian companies adopt technologies that enable them 
to get real-time feedback from their stakeholders, they may lag 
behind their counterparts in other parts of the world. It has to be 
kept in mind that if the Indian companies fail to get on board the 
'web-marketing bandwagon' they may continue to loose the 
Indian customers who is increasingly getting demanding and 
discerning too. 
A number of researchers, in the context of countries like US, UK, 
Japan, Korea etc. have pointed out the need to streamline the 
supply chain operations. But Indian companies are yet to fully 
exploit the potential benefits that might accrue if the supply 
chains are revamped and reworked radically. This concept is all 
the more applicable in the context of adoption of web based 
business models. Thus, sooner the Indian companies adopt it, the 
better. 
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Direction for Future Research 
On the basis of extensive literature survey as also the insight gained during the course 
of the present study, the following recommendations can be made regarding directions 
for future research: 
1. There is a need for continued research in the area to keep track of the shifts 
occurring in this interesting business domain. This is all the more necessary as 
web-marketing is still in its stages of infancy in India. 
2. To gain a deeper understanding, it is suggested that detailed researches need to 
be carried out focusing on each of web-marketing dimensions, such as 
marketing orientation, top management orientation, etc., identified during the 
course of the present study. 
3. Instead of focusing on the two broad sectors i.e. manufacturing and service, 
future researchers need to concentrate on sub-sectors within the two. 
4. There is a need to carry out comparative studies encompassing companies that 
have successfully adopted web-marketing in countries like India and US. The 
same may not only add to the extant literature on the subject but may also 
enable the researchers in identifying areas where improvement can be affected 
on the basis of experiences of web marketers in the two countries. 
5. Future researchers can perhaps improve upon the methodology adopted in the 
present study. For instance, they can administer questionnaires personally. It is 
hoped that this may lead to improvement in the quality of responses that could 
probably bring in newer findings. 
6. The sampling frame of the present study i.e. CII Member Directory, consisting 
of premier companies, may have given the study an upmarket bias. Thus, 
future researchers need to make an attempt to remove this bias. 
7. The structured questionnaire approach used in the present study can be 
supplemented with case study method to gain better understanding. 
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PREFACE 
In India, the concept of web-based marketing is still in its stages of infancy in terms of its 
embracement as well as successful implementation. There are not very many success 
stories to share. Thus, there is an emerging need to understand the challenges and 
opportunities that it holds for Indian companies. Though, several researches have been 
conducted in the area of web marketing in US and other developed countries, in the 
context of India, such researches are few and far between. No study could be located that 
had examined the Indian companies in terms of their prospects and problems vis-a-vis 
web-based marketing. 
The web provides the companies an opportunity to increase their hours of business on a 
global spectrum. Instead of a typical eight-hour business day, the web offers 365X24X7 
access to customers and other stakeholders, which naturally multiplies the business 
opportunities manifold. Interestingly, the adoption and implementation of web marketing 
provides companies an opportunity to implement highly cost-effective business models, 
not only for their own marketing and customer support needs, but also for positioning 
themselves globally. 
The present research study focuses on the various dimensions and measures that are 
likely to impact the Indian companies in relation to web-based marketing. It would also 
attempt to highlight the strengths and weaknesses of businesses with respect to their 
existing web-based marketing efforts. It is hoped that the findings of this study would 
provide a realistic insight into the world of web marketing and help Indian companies 
improve their performance in the web marketing domain. 
This thesis is divided into six chapters. Chapter 1 begins with the introduction. It defines 
the concept of web-based marketing. It focuses on the justification of the study, besides 
laying down the research objectives. 
Chapter 2 highlights the review of literature on the dimensions related to web-based 
marketing. 
Chapter 3 deals with the critical success factors of web-based marketing. It also explores 
the dimensions that may possibly have an impact on web-based marketing. It also 
attempts to identify the prospects and problems of web-based marketing. 
Chapter 4 focuses on the research hypothesis, research design and the procedures 
followed for conducting the study. Specifically, this chapter describes the instrument 
development process, pilot study and pre-testing, data collection and data analysis 
procedures. The issues of the reliability and validity of the measurement scales are also 
addressed here. 
Chapter 5 deals with the analysis of data collected for the purpose of study. In an attempt 
of identifying the prospects and problems of web-based marketing, various research tools 
were employed like Factor Analysis, Performance on the basis of norms, chi-square and 
t-test. This chapter highlights the results and interpretation of the same. 
The last chapter deals with the conclusions and recommendations and also provides 
directions for future research on the basis of insights gained from the present study. 
Sujita Khemka 
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CHAPTER 1 
INTRODUCTION 
"The two classic errors in predicting the future of a technology shift are to over-
estimate its short term impact and under-estimate its long-term impact". 
Arthur C. Clarke 
1.1. Introduction 
Companies planning to stay in business beyond today are likely to find a computer 
and a communications line at the beginning, middle and end of every transaction 
(Janal, 1995). 
Clearly, the most exciting interactive sales and marketing tool to date is the Internet's 
world wide web also known as the Web or WWW (Janal, 1995). 
The greatest invention of mankind is language and the second greatest invention is 
coming of age; that is the International communication network, whose last 
manifestation is the World Wide Web (WWW). This invention is the result of 
thousands of inventions and discoveries is a continuous growing and developing 
phenomena (Kiani, 1998). The World Wide Web (WWW) is recognized by 
companies as an extremely valuable marketing tool (Bell and Tang, 1998). 
Technological products including the Internet are assumed as having values that are 
more global than local in namre (Albaum et ai, 1998). Internet technology is 
'captivating people on every continent in virtually every national culture, and in many 
languages' (Stores, 2000), while (Hamel and Sampler, 1998) declared the beginning 
of a 'world where customers are no longer hostages to geography' (Shiu and Dawson, 
2004). 
The Internet has been around since 1969. The first implementation of the net occurred 
in 1969, hooking the University of California at Los Angeles to the Stanford Research 
Institute. Over the next five years, many of the procedures still in use today were 
developed. These included e-mail and @ symbol in address (1971), remote accessing 
of computers through Telenet (1972), multiple-person chat sessions (1973), and the 
downloading of files through FTP (1973). The height of the future to many in 1999 
was already a distant past for a select few. The National Science Foundation (NSF) 
had an acceptable use policy that explicitly prohibited all but the most indirect 
commerce online. Commercial information and transactions were expressly 
prohibited. Despite these restrictions, the Internet grew rapidly because many 
universities and labs found it an effective way to keep in touch (Hanson, 2(X)1). For 
about 15 years, commercial use of Internet was restricted to only few companies 
(Sharma, Gupta and Manhas, 2002). 
Its commercialization started in the year 1994. The recent development of WWW 
allows full multi-media interactive animations to execute over the Internet almost 
instantaneously. The WWW also offers tremendous potential for direct marketing and 
early stage marketing (Berthon etai, 1996; Poon and Jevons, 1997). 
One of the most exciting things about the World Wide Web is that, as a 
conmiunications medium, it is fundamentally different from mass media. The 
audience can actively choose which website they wish to visit and when they wish to 
visit it, while off-web audience members are at the mercy of media schedules. Internal 
links and e-mail links provide consumers on the web with considerable opportunity to 
interact with both the website and the firm. 
The appeal of doing business on the web is clear. By bringing together huge numbers 
of buyers and sellers and by automating transactions, web markets expand the choices 
available to buyers, give sellers access to new customers, and reduce transaction costs 
for all the players (Kaplin & Sawhney, 2000). The Internet promises to be a 
commonplace feature of conducting business in the near future (Brown, Culkin and 
Fletcher, 2001). 
More and more businesses are discovering the WWW as a fundamental 
communication tool used to conduct daily business. Large and small companies are 
embracing the Web to communicate with current and potential customers abroad 
through the Internet with the same cost and ease as in their countries (Hagel & 
Lansing, 1994; Rayport and Sviokla, 1994; 1995; Quelch & Klein, 1996; Armstrong 
& Hagel, 1996; Hoffman & Novak, 1996; Hamill & Gregory, 1997; Schwartz, 1997). 
The Internet and the Web, the fastest growing and most innovative components of that 
particularly, have some unique and powerful characteristics that make them central to 
a paradigm shift in marketing (Glazer, 1991; 1993; Blattberg et al. 1994; Rayport and 
Sviokla, 1995; Armstrong and Hagel, 1996; Hoffman and Novak, 1996; Kierzkoski et 
al, 1996; Martin & Eklund, 1999; Schwartz, 1997; Kiani, 1998). 
The WWW provides the opportunity for companies to increase their hours of business 
on a global spectrum. Instead of a typical eight-hour day, businesses have increased 
their opportunities by providing 24-hour access for branch offices, business contacts, 
and shoppers-access that is important in conducting business across different time 
zones or internationally. Expanding access indeed increases the number and coverage 
of potential customers. 
The web access delivers a company with an opportunity to implement highly cost-
effective vehicles, not only for their own marketing and customer support needs, but 
also for positioning themselves globally. Moreover, the web helps ease in doing 
business overseas by avoiding regulations and restrictions that companies must follow 
when they are physically present in other countries. 
Businesses can create and transmit advertisements on the web that can be accessed by 
anybody with a computer equipped with software. Such a convenience and marketing 
efficiency, both for the advertiser and potential customer, is making the web popular 
for marketing practices all over the world. (Kiani, 1998). 
According to Kotler (2000), in the field of business, change is occurring at an 
accelerating rate. Today is not like yesterday and tomorrow will be different from 
today. However, there are a few uncertainties that must be heeded. That global force 
continues to affect everyone's business and personal life. That technology will 
continue to advance and amaze us (Sharma, Gupta & Manhas, 2002). 
1.2. Definition 
The researcher for the purpose of the present study defines Web-based marketing as a 
method of transacting business using web as one of the intermediaries for advertising, 
promotion, selling and servicing the customers using the web as one of the modes of 
communication. This definition is a self-created definition by the researcher for this 
study. 
Further, the web is seen to be providing opportunity for marketing to create individual 
relationships, managing markets of one, and addressing each in terms of its stage of 
development (Blattberg & Deighton (1991). In essence, it represents the opportunity 
to customize and tailor either the product or the marketing effort to one consumer at a 
time (Kiani, 1998). 
The researcher in this study, would use the words Web-based marketing, Internet 
marketing, online marketing or e-marketing interchangeably. Internet Marketing is a 
term that is increasingly being seen not only in the educational and industry press, but 
popular press too. Though the World Wide Web and the Internet have become 
synonymous, the Web is actually just one part of the whole entity known as the 
Internet (Venkatesh & Balachandran, 2003). 
E-marketing is the application of a broad range of information technologies for: 
(Strauss, Ansari & Frost, 2003) 
• Transforming marketing strategies to create more customer value through 
more effective segmentation, targeting, differentiation and positioning 
strategies 
• More effectively planning and executing the conception, distribution, 
promotion, and pricing of goods, services, and ideas; and 
• Creating exchanges that satisfy individual consumer and organizational 
customers' expectation. 
E-marketing affects traditional marketing in two ways. First, it increases the 
efficiency in traditional marketing function. Second, the technology of e-marketing 
transforms many marketing strategies. The transformation results in new business 
models that add customer value and/or increase company profitability (Strauss, Ansari 
& Frost, 2003). 
E-marketing uses the Internet as a platform that allows firms to adapt to the needs of 
customers, reduces transaction costs, and allows customers to move from time-and 
location-based behaviours towards non-temporal and non-locational behaviours 
(Watson era/., 2002). 
1.3. The Background 
Since the emergence of new information technologies, such as the World Wide Web, 
customer focused business activities have attracted researchers and marketers 
attention, along with the application of traditional marketing concepts to web 
marketing. 
The Internet provides new types of intermediaries between businesses and 
consumers' such as the interface through websites. Through the web, consumers can 
access information to help find them the Service and products they want. Consumers 
can access data, products and Service from around the world in their homes or offices 
(Komer & Zimmermann, 2000). They either browse the Internet to retrieve the latest 
information about products and services, or they buy or trade goods. By allowing 
distantly separated consumers to interact directly with each other, the Internet 
provides a feasible way for individuals and companies to buy, sell or trade products 
and service through electronic market places (Ramaswami, Strader & Brett, 2000-
2001). 
India was recently ranked tenth behind countries like US, China, Japan and South 
Korea for the number of Internet users as quoted in the Times of India (Times News 
Network, 2006). But, despite the increasing number of users, the web based marketing 
concept is still in its nascent stage in the country. 
1.4. Justification for the Study 
Despite the growth in significant number of Internet users and increasing number of 
companies adopting to the concept of web based marketing, many companies still 
face challenges in implementing web based marketing concept. The Internet user base 
in India is expected to grow from 39 miUion in 2006 to 100 million in 2007 (Singh & 
Mukherjee, 2006). There is an emerging need to understand the challenges and 
opportunities that it holds for Indian companies. Thus, this study aims to focus on the 
prospects and problems that Indian companies are facing when it comes to adopting 
web-based marketing. Though, several researches have been conducted in the area of 
Internet marketing in US and other developed country, in India, this area is still in the 
stage of infancy. No study can be located that examined the Indian companies in 
terms of their prospects and problems of web-based marketing. Prior studies in this 
area, in the Indian context, though not directly dealing with prospects and problems of 
web-based marketing for Indian companies provided the required impetus to carry on 
further research in this domain (Sharma, Gupta & Manhas, 2002; Venkatesh & 
Balachandran, 2003). Studies of other researchers though not Indian have also 
influenced the understanding of this research (Kiani, 1998; Wu, Mahanjan & 
Balasubramanian, 2003). 
Existing research on the virtual business environment in marketing has focused 
largely on its implications for consumers. Specific research foci include, but are not 
limited to, the role of the Internet as a direct channel to reach end consumers 
(Balasubramian, 1998), the study of online consumers using click-stream data (Moe 
& Fader, 2001), information flow in computer mediated environments (Hoffman & 
Novak, 1996), consumer demographics and Internet usage (Hoffman, Novak & 
Schlosser, 2000), customer value delivery using Internet (Keeney, 1999), and 
customer satisfaction in online environment (Balasubramanian, Konkana & Menon, 
2003). 
Purchasing via the web has become one of the most rapidly growing forms of in-home 
buying, with sales growth rates outpacing those in traditional retail setting (Levy & 
Weitz, 2001). In India, the pace of purchasing via the web is gradually picking. In an 
article in the Economic Times (lANS, 2006), mentioned that 21% of the Indian senior 
netizens are seen shopping online. Another study by A C Nielsen mentioned that 
Indians top global average in Net shopping. While globally, people made 4.9 buys a 
month, in India the average is 5.2 buys a month (Parwan, 2005). 
Researchers have also studied broader strategic implications of web marketing for 
consumer markets. In an early conceptual study, Glazer (1991) examined the role of 
knowledge in the design of marketing strategy. More recently. Alba et al. (1997) 
examined the implications of electronic marketplaces for consumers, retailers and 
manufacturers by comparing interactive home shopping with retails formats. 
Likewise, Peterson, Balasubramanian & Bronnenberg (1997) classified the potential 
impact of the Internet across the different products and Service and analysed multiple 
channel environments where consumers may navigate conventional and electronic 
channels. 
Researchers have also examined the adoption of innovation that specifically relate to 
information technology (Swanson, 1994). Antecedants considered here included top 
management support, the catalyzing role of operational crises, and information and 
organizational architecture. An organization may adopt to new technology since it 
fears that being left behind competitors (DiMaggio & Powell, 1983; Rosenkopf, 
1993). 
The study by Wu, Mahajan & Balasubramanian, (2003) analysed the adoption of e-
business and its impact on business performance. This study provided a unified 
framework that captures the antecedents of e-business adoption intensity, and 
performance outcomes. They found that while the conmiunication and internal 
administration aspects of e-business positively affect performance outcomes, the more 
high-profile activities related to online order taking and e-procurement do not. 
Marketers are finding it increasingly challenging to acquire and retain customers 
(Sallehhuddin et al, 2004). In today's era of intense competifion for acquiring and 
retaining customers, one of the main marketing issues facing many companies is the 
need to focus business activities on the consumer; however, customer acquisition is 
expensive. According to Rosenberg and Crepielk (1984), the cost to attract a new 
customer can be as much as six times the cost to keep a current one. A number of 
researches indicate that customer loyalty is a key ingredient of firms' profitability due 
to the high cost of acquiring new customers (Reichheld & Sasser, 1990; Srinivasan, 
Anderson & Ponnavolu, 2002). 
Researchers have examined the concept of Internet marketing and have studied the 
key issues of assessment of Internet growth in the world, innovative applications of 
the Internet, digital technology and benefits for marketing, Internet servicing 
strategies, challenges being faced by the Internet marketers and suggestions for 
marketers (Sharma, Gupta & Manhas, 2002). While researchers like Sallehhuddin et 
al. (2004) have mentioned that web-based marketing adds to the competitive 
advantage of an organization. 
The World Wide Web and the Internet have become synonymous, the web is actually 
just one part of the whole entity known as the Internet. The Indian industry should 
convert the opportunities into strengths, reduce weaknesses and seriously consider 
threats and convert them into opportunities. Further, as the industry is affected by 
external environmental factors, the industry should atleast be able to predict these 
uncertainties so that it is not very badly affected (Venkatesh & Balachandran, 2003). 
Globally the presence and the use of web has had a profound impact on the way 
companies do business. But in India, adoption and seamless integration of Internet or 
web marketing concept still eludes most companies. This research attempts to 
demystify the problems that companies in India are facing while adopting web-based 
marketing. This study aims at focusing on not only the problems but also the 
prospects that exist for the companies desirous of implementing web based marketing 
strategy. 
1.5. Research Objectives 
The overall purpose of the research was to determine the prospects and problems of 
web based marketing for Indian companies. The study focuses on the Indian 
companies in general and, to gain deeper insights, into broad areas of manufacturing 
and service sector. This sectoral classification was expected to provide a better 
understanding of the prospects and problems in terms of web based marketing. 
The study had the following objectives: 
> To generate a profile of companies which have an online presence in terms of 
interactivity of their websites. 
> To generate a profile of companies in terms of their net centricity. 
> To investigate the nature of deployment of companies websites as intranet, 
extranet and Internet. 
> To investigate the perceived objective of being online viz. net visibility, 
anytime-anywhere browsing etc. 
> To identify the prospects and problems associated with web-based marketing. 
> To investigate the perceived impact of onUne presence on sales turnover. 
> To categorise the operations of companies in terms of B2B, B2C, C2C and 
C2B domains. 
> To compare the performance of Indian companies in terms of various 
dimensions related to successful implementation of web marketing strategy. 
With the objective of comparing the performance of companies on the various 
parameters under study, a scale was also developed. 
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CHAPTER 2 
REVIEW OF LITERATURE 
"The Internet is a nearly perfect market because information is instantaneous and 
buyers can compare the offerings of sellers worldwide. The result is fierce price 
competition, dwindling product differentiation, and vanishing brand loyalty". 
Robert Kuttner 
2.1. Introduction 
This chapter deals with the review of literature ranging from the year 1975 till 2006. 
2.2. Review of Literature 
Most of the literature today basically talks about the technology related aspects of 
web-based businesses and how to adapt that technology for online business. Very 
limited literature exists on the issues specific to the businesses, more specifically, in 
the Indian context. In the present study, efforts have been made to collect and compile 
information from various sources pertaining to the issues related to the successful 
adoption and seamless integration of web-based marketing strategy. 
2.2.1. Global Scenario 
Recently an article appearing in Economic Times cited a global survey that estimated 
that there are about 694 million web users (Reuters, 2006). The survey 'ComScore 
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World Metrix' estimated that there are 168.1 miUion users across the four Asian 
countries-China, Japan, India and Korea, form nearly 25% of the total online 
population. By contrast the US is home to 152 million users, or 22% of the world's 
users. 
Another article in the Times of India stated that the web has grown more in 2005 than 
it did at the height of the dotcom boom as stated by the monitoring firm Netcraft 
(Times news network, 2005). This figure exceeds the growth of 16 million sites seen 
in 2000 when the Net fever reached its most intense pitch. Netcraft said the rise was 
caused by small businesses going online, firms making the most of web advertising 
schemes and spammers. In its October 2005 survey, Netcraft found 74.4 million web 
addresses, a rise of more than 2.68 million from the September figure. 
The Internet's interactivity allows companies to respond more quickly to customer 
requests. Moreover, the ever-increasing speed of the Internet allows companies to 
communicate more quickly with current and potential customers, which is essential to 
retaining current customers and attracting new ones. Consider the pure-play home 
furnishings business iHome, which is "addressing customer requests to receive 
decorating help on a budget . . . iHome's ability to get download time under 30 
seconds" is the key to iHome's growth rate" (Slott, 2000). All of these benefit help to 
differentiate the image and customer experience of online firms. 
Internet marketing is likely to have a major effect on product packaging. At present, 
marketers design most product packaging to appeal to consumers, be eye-catching, 
compete with other products on store shelves, and sell the product. As more 
commerce is conducted online rather than in retail stores, consumers might require 
products with more utilitarian packaging. Products purchased online will be shipped 
from the distributor directly to the consumer and, thus, never appear on retailers' 
shelves. As a result, these products will not need the expensive, colorful packaging 
that is necessary today for store display; nor will they need multiple layers of 
packaging (functional packaging inside the pretty display packaging). Instead, they'll 
only need a size and shape that is functional and useful for the consumer. 
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The Internet does more than permit one-to-one communication among consumers; it 
also facilitates one-to-many and many-to-many communications. Moreover, this 
phenomena is achieved at extremely low cost and independent of distance and time 
(Pitt et al.lOQl). The shift from 'one-way' to 'two-way' information flows between 
producers and consumers (Blattberg et ai, 1994), from the conventional 'One-to-
many' model (Hoffman & Novak, 1996), from 'supply-side' to 'demand-side' 
thinking (Rayport & Sviokla, 1995), and the shift to the 'fifth' phase of marketing 
evaluation, characterized by 'differentiated products in decentralized markets' 
(Blattberg et ai, 1994). One of the most widely heralded capabilities is its 
interactivity (Peterson and Merino, 2003). Toda y direct marketing involves direct 
communication with targeted customers to obtain immediate responses from them, 
often on a one-to-one interactive basis (Kotler & Armstrong, 1999) and it plays a 
broader role than simply selling products and services. 
Table 2.1 shows this paradigm shift in different aspects. 
Large and small companies are finding that online service are a great leveler; they can 
command the same attention and respect as major corporations. Savvy marketers are 
tapping into online service to initiate a new era in relationship marketing to create 
one-to-one relationships, as well as one to many relationships to increase word of 
advertising (Janal, 1995). 
The popularity of interactive media such as the World Wide Web (WWW) has been 
growing at a very rapid pace (GVU, 1999). From a marketing perspective, this has 
manifested itself primarily in two ways: 
1. A drastic increase in the number of companies that seek to use the WWW to 
communicate with (potential) customers, and 
2. The rapid adoption of the WWW by broad consumer segments for a variety of 
purposes, including pre-purchase information search and online shopping 
(Alba effl/., 1997). 
The interactive nature of web marketing offers consumers many opportunities to 
increase the efficiency of online shopping by improving the availability of product 
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information, enabling direct multiattribute comparisons and reducing prospective 
buyers information search costs (Alba et al, 1997). 
Table 2.1.: The New Marketing Paradigm Shift In Different Directions; From 
Marketplace To Marketspace 
FROM 
One to Many 
Conmiunication 
Model 
Mass Marketing 
Monologue 
Brandmg 
Supply side 
thinking 
Megabrand 
Centralised 
Market 
Customer as a 
Target 
Segmentations 
TO 
Many-to-Many 
^ Commumcauon 
Model 
^ Individualised 
Marketing 
^ Dialogue 
^ Communciation 
^ Demand side 
thinking 
' Diversity 
^ Decentralised 
Market 
• Customei as a 
Patner 
' communities 
SOURCES 
Hoffman, and Novak (1996) 
Martin (1996) 
Blattberg and Deighton 
(1996) 
Martin (1996) 
Rayport and Sviokla (1995) 
Martin (1996) 
Blattberg eM/. (1994) 
McKenna(1995) 
Armstrong and Hagel III 
1996) 
Source: Kiani (1997) 
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Websites are no longer limited to big companies and specific commercial sectors. 
Companies of any size and in any sector can benefit from the Internet; however, this 
is not a guarantee of success to any company adopting the Internet (Bell and Tang, 
1998). 
Considering the informative intensive nature of the Internet (Fortune, 1998), the 
Internet is a powerful tool for consumer's information search (Maignan & Lukas, 
1997; McGaughey & Mason, 1998; Rowley, 2000). As technologies advance, 
searching for information through the web is today seen a major vehicle to compare 
information online (Dickson, 2000). 
The Internet expands companies' (and customers') geographic range (from local to 
global) and business hours (24 hours a day), as well as the assortment of products 
available. Customers may order a wider variety of products, at any time, day or night, 
for shipment to any location in the world, in contrast to the limited product assortment 
and limited business hours of traditional brick-and-mortar companies. This expands 
the scope of product distribution in time and space and gives the firm another channel 
through which it can reach customers, display a diversified assortment of offerings, 
and differentiate itself. 
Web has changed the way traditionally business were being done. It has brought 
companies closer to their customers, suppliers, shortened the distribution channel, 
thereby affecting pricing decisions, advertising, and promotion that saw a new outlet. 
According to Peterson, Balasubramanian, and Bronnenberg (1997), the Internet 
provides the capability of inexpensively storing vast amounts of information in 
different virtual locations. Moreover, the Internet possesses a powerful capacity for 
efficiently and effectively searching, organizing, sharing and disseminating this stored 
information as well as information generated dynamically through various protocols. 
In many instances, the Internet enables the acquisition of what (Kraut et al, 1998) 
refer to as 'previously inaccessible information". 
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The capabilities of the Internet are enormous, amorphous, and still yet largely 
unrealized. Presently, the Internet can communicate sensory data that are visual, 
auditory, olfactory and gustatory. Hence, it is necessary to think beyond the World 
Wide Web, e-mail, chat rooms, listservs, and the Uke, and not be encumbered by 
technical issues such as bandwidth and social issues such as privacy. Ultimately, the 
most defining characteristic of the Internet will be ubiquitousness (Peterson & 
Merino, 2003; Rao & Hymavathi, 2005). 
The Internet has made this world an open enterprise. It has become important for 
companies to further expand market and their consumer targets (Newton, 2006). 
While integrating the Internet technology into the marketing strategy, business firms 
will be able to use the Internet as a tool to gain competitive advantage (Sallehhuddin 
etai, 2004). 
2.2.2. The Indian Scenario 
India has the world's fifth largest Internet user base, close to 39 million Internet users 
(Parwan, 2005). India's compounded annual growth rate of 35% is the highest among 
Asia-Pacific countries. Internet users in India are expected to grow to 100m by '07. In 
the past one year, local Internet connections have grown by 10% to 6m. Broadband 
connections (with more than 256kbps) went up nearly 14 times to close to 0.7m 
subscriptions at the end of October '05. 
But cyber cafes remain the primary medium of access in India with nearly 70% of 
users accessing Internet from these places. According to a report from the Internet and 
Mobile Association of India (IMAI), the number of cyber cafes in India is close to 
1.05 lakh, and is expected to rise to 2.62 lakh by '10 (Parwan, 2005). According to a 
March report from TRAI, India has 180 ISPs. The top five ISPs have more than 84% 
of the market. According to Internet and network Service major Sify, cyber cafes 
form 24.5% of their total revenue. 
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With number of Indian consumers selling off their spare gift items, or old stuff online, 
a new trend has set in. However, selling over the net is still a small concept in India 
(Vasi, 2005). 
A C Nielsen ORG MARG, Survey (2005), stated that globally people made 4.9 buys a 
month online while India's average was 5.2. 
Thus, Indians are making more purchases online than the global average. In fact, 
airline tickets have become the number one item on the shopping list, with over one 
third of Indians buying their tickets online (Parwan, 2005) 
A C Nielsen ORG-MARG, attributes this higher number of online purchases to two 
factors. The advantages of convenience in terms of shopping and the ability to 
compare offers is one advantage. Two, the ability to purchase items not available 
nearby would matter to people. 
According to Dobhal & Singh (2006), in India, the Internet is still in the very early 
stages- in many ways, even globally, the Internet is just beginning and the number of 
Internet users is globally expected to cross 1 billion mark and a lot of this growth is 
expected to happen in India. 
In a recent Times of India article, India was ranked tenth behind countries like US, 
China, Japan and South Korea (Times News Network, 2006). This latest survey 
reveals that India figures among the top 10 nations with highest population of Internet 
users. Indian users as of today have an online population of 16.713 million. 
The Internet as a medium presents great opportunities for marketers. In last decade, 
Internet has experienced exponential growth rate. Presently, there are 275 million 
Internet users across the world. Similarly, Internet users in India have crossed a 
million count, under a liberalizing telecommunication and ISP policy (Bharat, 2003; 
Srivastava, 2003). The Internet has brought about a dramatic change in the ways 
businesses are done in today's world (Guda, 2005). In the present scenario, most of 
the business companies are using the Internet for a variety of communication tasks, 
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such as promotion of consumer awareness and interest, providing information and 
consultation, facilitating two-way communication with customers through e-mail, 
stimulating product trial and enabling customers to place orders (Neela, 2002; Rao & 
Hymavathi, 2005). 
Researchers have also examined the adoption of innovations that specifically relate to 
information technology (Swanson, 1994). 
In the past, personalized service and one-to-one relationships between merchants and 
consumers required the interaction of skilled personnel. Now, the Internet allows 
companies to "deliver their products and Service through low-cost channels that 
automate the process and remove the expensive human element" (Wells et ai, 2000). 
By reducing a company's dependence on personnel to handle business transactions, 
the Internet leads to lower transaction and marketing costs, enabling a cost leadership 
advantage over offline companies. This "also results in cost reduction for the end user 
and at the same time acts as a differentiation by providing higher levels of service" 
(Chakravarthy, 2000). However, as more companies offer products and services 
online, this cost advantage between online and offline operations will gradually shrink 
over time. 
The Internet as a medium offers great opportunities for marketers. Exponential growth 
has been witnessed in the last decade (Sallehuddin et ai, 2004). The coming up of 
Internet has really transformed the way business was being done, especially in the 
field of marketing (Sharma, Gupta & Manhas, 2002). 
It would not be wrong to say that an organization adopting web based marketing 
needs to pilot its approaches, master new technologies, challenge conventional market 
definitions, survive an initial period of low revenues and perhaps cannibalise core 
businesses. 
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2.2.3. Websites and Their Impact on Web Marketing 
As websites are the medium for web marketing, it would be appropriate at this stage 
to explore the categorization of web sites and identify the stage at which the web site 
belongs to. According to Hanson (2000), there are currently three major web site 
stages: publishing, database retrieval, and personalized interaction. 
Stage I: Publishing Sites 
A stage I web site publishes the same information to all. It is like online newspaper or 
magazine, with material retrieved by clicking on the links. What is limited is the 
dialogue between the Web site and user. A stage I site broadcasts. Information flows 
from the web site to the viewer, with only the clicks of readers and viewers providing 
any feedback. 
Modem web tools make Stage I website easy and inexpensive to develop. Almost any 
document can be converted and moved online. Software Programs make it possible to 
manage Stage I website almost as easy as using a word processor. Because of this, a 
company's first web site often reflects a Stage I publishing approach. With experience 
and investment, the company moves to Stage II. 
Stage II: Databases and Forms 
Stage II web sites combines the publishing power of Stage I with the ability to 
retrieve information in response to user requests. The responses are dynamically 
turned into web pages or e-mail. Interactivity and dialogue have started, although this 
activity is limited to a series of 'ask-respond' interactions. 
Much basic e-commerce is accomplished with Stage II capabilities, where e-
commerce means using the Internet to buy and sell products or services. 
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Stage III: Personalisation 
A stage III web site dynamically creates a page catering to a specific individual. It 
moves beyond and 'ask-respond' interaction into a dialogue and may anticipate user 
choices and suggest possible alternatives. A stage III site does more than just react to 
requests typed into forms or selected by clicking on an image. 
Many companies today are laying the foundation of their online marketing or web 
marketing with Stage I and Stage II sites and adding personalized capabilities as they 
gain experience, develop compelling applications, or take advantage of new tools. 
In a volatile business environment, companies must introspect. A re-look at their 
macro environment is much called for. It would assist them to ascertain whether in the 
times to come, their businesses would survive or perish. In the last decade or so, we 
have witnessed many a big, well-known business houses crash at the onslaught of 
global competition (Hanson, 2000). 
Because consumers can obtain information and service they need from their homes or 
offices by just browsing the Internet, a value-added website has become crucial factor 
in persuading customers to visit a company's store and learn about its products and 
service and in convincing them to stay with the company. Thus, a website plays a 
pivotal role in gaining and holding customers by luring them to the site (Norton, 
2003). 
Some experts indicate that the web is more conducive to relationship marketing than 
direct mail and catalogs (Geissler, 2001; Krol, 1999) because through websites 
companies can present new opportunities to establish, build and manage relationships 
with their customers (Norton, 2003). 
The information provided on the web could be either seen to be a pull or push 
mechanism. A 'pull' mechanism includes information on the web that customers can 
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retrieve according to their interest. While 'push' mechanism includes user specific 
information that companies send through e-mail (Norton, 2003). 
As consumers can obtain information, products and service from their homes or 
offices through the Internet, and as consumer's use of the Internet for shopping is 
increasing, the attributes of a website storefront becomes important in attracting 
customers and keeping them in the electronic marketplace. Internet websites provide 
companies new opportunities and challenges to establish and manage relationships 
with their customers (Geissler, 2001). To establish relationships with online 
customers, retailers must understand customers' experience with websites and how 
they interact with and evaluate the websites (Nielsen, 1999). 
Zellweger (1997) maintains that, because many consumers recognize the web as both 
an information resource and a means to purchase products, information and service 
offered on the web can create demand for the web itself as an alternative to traditional 
sales channel. Many researchers indicate that the number of online shoppers and total 
sales through the Internet are still marginal compared to those in traditional retailing, 
in part because of website interfaces and lack of ease in navigating (Baty & Lee, 
1995; Hoffman, Novak and Chatterjee, 1995; Ridgon, 1996; Jarvenpaa & Todd, 1997; 
Lohse & Spiller, 1998). 
Swaminathan, Lepkowska-White & Rao (1999) mention that consumers evaluate 
websites when they make purchase decisions and, therefore, a website's 
characteristics or attributes play an important role in determining online transactions 
through a site. 
Some researchers suggest that online shopping experiences at certain sites, which are 
influenced by website characteristics, help form consumers' attitudes towards the sites 
and the likelihood of future purchases from them (White & Manning, 1997; Jarvenpaa 
& Todd 1997; Ahola et ai, 2000; Turban & Lee, 2001). 
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2.2.4. Business Models 
All Internet businesses can be placed into two broad categories - pure plays and 
bricks-and-clicks (also known as surf-and-turf and clicks-and-mortar) 
(Krishnamurthy, 2003). Pure-play businesses or net centric, such as Amazon.com, e-
Bay (commerce), and Slate.com (content), have an online presence only. On the other 
hand, bricks-and-clicks businesses combine a physical presence with an online 
presence, as do, for example, Barnes & Noble and bn.com, Nordstrom department 
stores and Nordstrom.com (commerce), the New York Times and nytimes.com 
(content). Pure-play businesses use the capabilities of the Internet to create a new 
business. Bricks-and-chcks businesses use the Internet to supplement their existing 
businesses. Businesses also can be classified on the basis of the type of buyer 
(business or consumer) or seller (business or consumer) Krishnamurthy, 2003 as 
depicted in Table 2.2. 
Table 2.2; Classification of Business 
Buyer 
Business Consumer Seller 
B2B (e.g. I2.com) 
C2B (e.g. Ideas.com) 
B2C (e.g. Amazon.com) 
C2C (e.g. eBay.com) 
Business 
Consumer 
(Source: Krishnamurthy, 2003) 
Based on these two classification schemes, the models discussed are as follows: 
1. Pure-Play B2C Business Models 
2. Bricks-and-Clicks Business Models 
3. Pure-Play B2B Business Models 
4. Pure-Play C2C 
5. C2B Business Models 
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As per the latest data from the Internet and Mobile Association of India (lAMAI), e-
commerce turnover is estimated at Rs 1,180 crore in 2005-06. And it is expected to 
increase almost 100% to Rs 2,300 crore in 2006-07. "The year-on-year growth at an 
average is expected to be more than 100% for the next three years," lAMAI President, 
Preeti Desai said. A whopping 4.40 lakh B2C (business-to-consumer) transactions are 
made per month through the Net. Besides buying goods, these transactions include 
booking hotels, net banking, bill payments, stock trading, job search and matrimonial 
search. "The number will go up to an average of 7.90 lakh B2C transactions a month 
in the next fiscal" (Pratap, 2005). 
The growth of web-based electronic commerce has generated a number of approaches 
to create a model of how it influences business. Some models are process oriented, 
others are technology based. Each perspective lacks the underlying strategic business 
application aspects necessary to develop effective strategies to compete in today's 
environment. Using a business oriented perspective to define the key boundaries of 
the web Figure 2.1 illustrates these relationships and lays the framework of strategic 
planning (Griffith & Palmer, 1999). 
Figure 2.1; Web-Based Commerce Model with Kev Relationships 
Web-based Commerce Model with Key 
Relationships 
(Source: Griffith and Palmer, 1999) 
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The following table illustrates the underlying technology benefits and costs (Griffith 
and Palmer, 1999). 
Table 2.3: A Comparison of Key Web-Based Commerce Relationships 
Technology 
Applications 
Benefits 
Costs 
Business-to-
Custonier 
Product 
description 
and 
specification; 
order entry 
system 
Wider search 
capability for 
customer; 
customer 
convenience 
Staffing 24 
hour store 
front; security 
Business-to-
Business 
HDI; EFT: Product 
replenishment 
Rapid exchange of 
information; lower 
lead times 
Translation; 
security 
Marketspace 
Product 
development 
and 
configuration, 
order entry 
Rapid 
information 
sharing; 
greater 
information 
coordination 
Possible end 
run 
opportunity 
End Run 
Direct 
customer 
ordering 
system 
Rapid 
delivery; lower 
costs 
Reduced 
service; lack of 
producer 
access to 
channels 
(Source: Grijfith and Palmer, 1999) 
1. B2C Pure Play Business Models 
Pure-play business models in the B2C sector can be broadly classified as: 
(Krishnamurthy, 2003) 
• Direct sellers 
• Intermediaries 
• Advertising-based models 
• Community-based models 
• Fee-based models 
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Purchasing via the Internet is one of the most rapidly growing forms of shopping, 
with sales growth rates outpacing buying traditional retailing (Levy & Weitz, 2001). 
According to Kierkowski et al. (1996), the most significant challenge for web 
marketers will be to manage the interdependencies between their online marketing 
efforts and the rest of the organization and existing outside partners, such as 
distributors and retailers. 
Direct Sellers 
There are two types of direct sellers-e-tailers and manufacturers. E-tailers, such as 
Amazon.com, collect orders from consumers and either directly ship the products or 
pass the order on to wholesalers to manufacturers for delivery. 
Manufacturers that sell directly are using the power of the hitemet to reach consumers 
directly. A prime example of this is Dell.com. The airlines too are directly selling to 
consumers from their web sites, circumventing traditional intermediaries (e.g. the 
travel agents). This process of eliminating intermediaries is known as 
disinte rmediation. 
Disintermediation is not new. As shown in Figure 2.2, there are a wide variety of 
channel structures. The left-most channel with three intermediaries is common in 
food and meat markets. The channel with a wholesaler supplying to retailers that then 
supply to consumers is standard in the beer market, for example. For many 
supermarket and drugstore products, the manufacturers deal direcdy with retailers. 
Moreover, catalog companies have sold directly to consumers for a while. In fact, 
before there was Dell.com, Dell quite successfully sold computers by catalog. 
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Figure 2.2 ; The Process of Disintermediation 
Manufacturer 
i 
Agent / Jobbei 
1 
Wholesaler 
1 
Retailer 
i 
Consumer 
Manufacturer Manufacturer Manufacturer 
V 
Wholesalers 
i 
Retailer 
i 
Consumer 
Retailer 
i 
Consumer 
r ' 
Consumer 
Source: Krishnamurthy, 2003 
Intermediaries 
Online intermediaries are the largest number of B2C companies today. These 
companies facilitate transactions between buyers and sellers and receive a percentage 
of the value of each transaction. 
B2C intermediaries are of two types-brokers and infomediaries. Brokers facilitate 
transactions between buyers and sellers. Infomediaries act as a filter between 
companies and consumers. Individuals provide the infomediary with personal 
information and, in turn, receive targeted ads and offers. Companies can buy 
aggregated market research reports and target individuals based on data held private 
by the infomediary. Brokers make money by charging a fee on each transaction, while 
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infomediaries make money by selling market research reports and helping advertisers 
target their ads. 
Advertising -Based Businesses 
These businesses have ad inventory on their site and sell it to interested parties. There 
are two guiding philosophies in such businesses - high-traffic or niche. 
Community - Based Model 
Community - based models allow users worldwide to interact with one another on the 
basis of interest areas. Examples include: 
• Yahoo! Clubs provide users with a free space that includes a discussion board, 
e-mail, chat, and file uploads. Clubs may be moderated or not. 
• Talkcity allows users interested in any topic to chat with one another. 
These businesses make money by accumulating loyal users and then targeting them 
with advertising. In a way, they are a subset of the advertising-based business. AOL 
is perhaps an anomaly because it charges its users a flat fee per month and provides 
them access to community services such as chat and e-mail. 
Fee-Based Model 
This type of business charges viewers a subscription fee to view its content. There are 
many variations: 
• All content is fee-based (e.g. wsj.com) 
• Some content is fee-based (e.g. Salon Premium offers special content at a 
price). 
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• Niche content is fee-based (e.g. mlb.com charges a fee for sport events). 
Swaminathan, Lepkowska-White & Rao (1999) investigated factors that influenced 
business-to-consumer Internet transactions. They found that convenience shoppers 
tended to use the Internet more frequently to purchase goods and spend money in their 
Internet purchases. On the other hand, the higher the need of the consumer for social 
interaction, the lesser the chances of online transaction. Alba et al. (1997) also found 
that the Internet is less attractive to consumers who value social interaction because of 
the more limited social contact relative to that in brick and mortar stores. 
2. The Bricks and Clicks Business Model 
In many spheres, it makes sense to combine online capabilities with the advantages of 
traditional bricks-and-mortar firms. This might be through either a partnership (e.g. 
AOL and Wal-Mart, Drugstore.com and Rite Aid) or by ownership (e.g. Barnes & 
Noble and bn.com). Such bricks-and-clicks companies treat the Internet as one 
channel to reach consumers and then integrate it with existing channels. 
(Krishnamurthy, 2003) 
In the retail industry, bricks-and-clicks have several advantages: 
> For some product categories, such as product, fumiture, and 
apparel, individuals have to touch, feel, sit on, or try on a 
product before buying. With these products, selling 
exclusively online is an expensive proposition. With a 
bricks-and-clicks partnership, users can visit a bricks-and-
mortar store to experience the product and order it there. 
They could use the Internet to locate the store, track their 
order status, and get an e-mail when something similar 
becomes available again. 
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> Delivering products is a hassle for dot-com stores. 
Frequently, the consumer is not home to receive a delivery 
and later has to stand in line at the post office or shipment 
center to receive the product. If the product is simply left 
outside the home, weather or miscreants may damage it. 
Delivery partnerships can help avoid these problems by 
allowing users, for example, to place orders online and pick 
up the items at a local store. 
> Similarly, returning products can be tricky. A bulky product 
such as a couch can be difficult and expensive to return if 
the consumer does not like it. Here again, partnering with 
bricks-and-mortar stores is an ideal solution: these stores 
can sell the returned item to another consumer in the store, 
or, if it must be shipped back to the manufacturer, they 
could add it to other items to create a complete shipping 
load, reducing the cost of shipping per item. 
> Salespeople help customers in bricks-and-mortar 
environment by answering product-related questions, 
providing feedback about the suitability of a product, and 
suggesting other products that work as well. Combining the 
power of face-to-face selling with the informational display 
at online retailers can lead to great results. 
3. B2B Pure-Play Business Model 
Business markets are unique in many ways. According to researchers (Wise & 
Morrison, 2000; Kaplan & Sawhney, 2000; Krishnamurthy, 2003) they may exhibit 
any of the following characteristics: 
• High value of purchases (e.g. airplanes) 
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• Large order size (e.g. 900 computers) 
• Items purchased (e.g. lathe machines, paints) 
• Purchase specificity (e.g. technical specifications) 
• Team buying (buying center) 
• Team selling - especially for high value products 
• Vendor / value analysis (e.g. vendor qualification) 
• Leasing 
• Competitive bidding (e.g. sealed bids) 
• Derived demand (e.g. reduced demand for airline flights reduces the 
demand for airplanes from Boeing) 
• Cyclical demand 
• Number and location of buyers 
• Use of buying specialists 
• Special Service required 
Businesses buy from, sell to, and partner with other businesses. The interactions 
among businesses and the scope for B2B e-commerce is shown in Table 2.4. The 
activities can be classified as supply chain management, demand management, and 
support activities. 
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Exchanges between firms in the B2B setting take place in two areas - EDI / Extranets 
and B2B marketplaces. 
Table 2.4: The Business • to - Business Electronic Commerce Scope 
Transactional-
oriented Activities 
Collaboration-
oriented Activities 
Supply Chain Demand Management Support Activities 
Management Activities 
Activities 
• Purchasing 
• Paying 
• Sourcing 
• Forecasting 
• Scheduling 
• Inventory 
Management 
• Production 
Planning and 
• Control 
• Transportation 
Planning and 
Control 
• Sellmg 
• Collecting 
• Customer Service 
• Production / 
Service Information 
and Support 
• Product 
Configuration 
• Product Design 
• Sales Forecasting 
• Sales Analysis 
• Financing 
• Cash 
Management 
• Planning 
• Training 
• Human 
Resources 
Management 
• Skills 
Management 
Source: Krishnamurthy, 2003 
B2B Marketplaces 
The term 'net markets' broadly describes all online marketplaces where buyers and 
sellers congregate to exchange goods and service for money. Such markets are also 
called 'Butterfly markets' or 'Butterfly hubs' (Kaplan & Sawhney, 2000; Ramsdell, 
2000). 
Net markets can be organized either horizontally or vertically. Horizontal markets cut 
across many industries, typically providing a common service, such as financial 
services; benefits management; and maintenance, repair, and operating (MRO) 
equipment. Popular horizontal markets include Ariba Network and Commerce One's 
MarketSite.net. 
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Vertical markets concentrate on one specific industry, such as agriculture or 
chemicals, and seek to provide all of the service it needs. Popular examples are 
VerticalNet, Chem-connect, and Covisint. 
E-commerce also includes business-to-business (B2B) electronic connections that 
make purchasing easier for big corporations (CNET, Inc., 2000). B2B e-commerce 
has existed in the form of electronic data interchange since the 1970s, allowing 
companies to reduce transmission costs (Shetty, 1999). 
Through the adoption of Internet technology, companies may communicate better 
with their partoers, saving procurement and labor costs and reducing the time for 
processing (Hoy & Margolin, 1996; Lundstorm, 1997; US Department of Commerce, 
1998 a). By improving communication, e-commerce technologies enable businesses 
to reduce inventory they keep in stock and to manage it better, which in turn lowers 
operating costs. By reducing the time it takes for companies to transmit, receive and 
process routine business communications, such as purchase orders, invoices and 
shipping notifications, e-commerce through the Internet reduces the length of the 
production cycles (Shetty, 1999). Connecting electronically allows companies to 
reduce the time that information takes to reach the bottom of the supply chain. 
4. Pure Play C2C Business Models 
C2C businesses involve exchanges between or among two or more individuals. 
Auctions and peer-to-peer applications and the eBay case are an example of the C2C 
businesses extensively. 
5. Pure Play C2B Business Models 
C2B models involve interactions originating from the consumer. This represents a 
new form of conducting business with the voice of the consumer shaping the 
interaction. The consumer is not, strictly speaking, the seller per se in all C2B 
businesses, but in all cases the consumer originates the transaction. 
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Such businesses fall into the following categories: 
• 
• 
Idea collector. Individuals have wonderful ideas about how to improve 
existing products, features that can be added to new products, and other 
spheres related to their lives. A company that can motivate consumers to 
submit their ideas, may be able to buy new ideas at a reasonable price. 
This is the premise of the C2B company Ideas.com. 
Reverse auctions. Companies such as PriceHne.com and pricemate.com 
allow consumers to submit binding bids (i.e. covered by credit card) for 
the purchase of products such as airline tickets. 
Complaint centers. EComplaints.com allows individuals to post 
complaints about a business, view others' complaints about any given 
business, and interact directly with the business in question. The company 
presents a business' response time and effectiveness for public display, and 
makes its money by selling aggregated complaint research data. 
Paid advertising models. Companies such as Cybergold and 
Alladvantage.com sough+t to pay consumers to view targeted ads. The 
advertisers would get better targeting and consumers would get to see ads 
for products they cared about. Due to a variety of issues (e.g. consumers 
not viewing ads, non-updated profiles), however, this idea has yet to 
succeed. 
The Internet promises to be a commonplace feature of conducting business in the near 
future (Brown, Culkin & Fletcher, 2001). Berthon etal. (1996 a; 1996 b) developed a 
new concept and calls this as a five phase model of marketing on the Web. Figure 
2.3. presents five sequential stages/phases suggesting the flow of surfer activity on a 
web site. These stages are: awareness, attraction, visit/contact, purchase and re-
purchase. 
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• 
Figure 2.3; Five Phase Model of Marketing on the Web 
Awareness ^ Attraction •Visit/contact ^ Purchase ^ Re-purchase 
Source: Adapted from Berthon etal. (1996 a; 1996 b) 
All of these business models attempt to empower the consumer in their interactions 
with corporations. 
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CHAPTER 3 
WEB-BASED MARKETING: PROSPECTS AND PROBLEMS 
In an interactive, two-way world, it is the consumer- and not the marketer-who 
decides with whom to interact, what to interact about, and how to interact at all. 
Kierzkowski 
3.1. Introduction 
This chapter highUghts the critical success factors of web marketing and how the web 
adds value to business. It also explores the dimensions of web-based marketing that 
could possibly have an impact on web marketing. Also, this chapter explores the 
prospects of web-based marketing besides the problems of web-based marketing. 
3.2. Web Marketing: Critical Success Factors 
Leslie Laredo of AT&T Literchange Online Network and other experts have opined 
that marketers will be most successful when they follow the laid down the 13 keys to 
success to web-based marketing (Janal, 1995) 
1. Appreciate the new paradigms in online marketing and advertising. Online 
Marketing is a new branch of an old tree-marketing. To be successful online 
marketer, one needs to know the basics of the marketing process that includes 
needs assessment, market research, product development, pricing, distribution, 
advertising, public relations, promotion and sales. 
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Online marketing branches out in a most important manner-interactivity. 
Vendors now have the abiUty to deal interactively with consumers at any time 
of the day or night in their home or office. Conversely, buyers can interact 
with vendors in a new way. Communications is two way, not one way. 
2. Online marketing supports the integrated marketing program: Online 
marketing should support the entire marketing program. Online marketing 
does not and should not exist in a vacuum. 
Integrated Marketing has three components: 
• Message consistency: The consumer finds the same message regardless 
of the media used. 
• Interactivity: The consumer has a way to conduct a meaningful 
dialogue with the company 
• Mission marketing: Everything the company does stems from its 
definition of what the company is and what its purpose is. 
Examples of companies with good integrated marketing program are coca-
cola. United Airlines (even their planes and ticket envelopes match) 
3. Mass market is over, customisation is in: Online marketing allows 
companies to target customers in a way that other media carmot. Online 
Marketing targets individuals through online services. It sells travel, stocks, 
upscale consumer goods and computer equipment and software. 
4. Build relationships one at a time: Successful online marketers know that one 
builds a business- one customer at a time and that the lifetime value of a 
customer can be significant. 
5. Appreciate the long term value of customer: For marketers, a major change 
in thinking must occur regarding the value of the customer. For too long, 
companies have regarded consumers as a replaceable commodities. Marketers 
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must look to the long term value of a customer. This concept will be a stretch 
for many salespeople. For example, when was the last time you got a call, 
card or note from the person who sold you your car? Probably never. Do you 
have any sense of loyalty to that salesperson or dealership? Probably not. 
That's not too bad for them, because you probably will buy a new car one day 
and it won't be from them! 
6. Advertising must be interactive: Customers of online systems have a style of 
their own. They are not typical consumers. The average online consumer is 
better educated and has more disposable income. These consumers also have 
little tolerance for in-your-face advertising, ads that suddenly appear on their 
computer screens and ads that masquerade as messages. 
The online medium uses a different strategy. Consumers request information 
from companies, which respond quickly. Consumers search for more data, 
pictures, testimonials and the like, which the company has carefully placed in 
accessible places online. A company representative might even interact 
personally through private e-mail to answer questions. When the consumer has 
finished her research, she has built relationship with the company that propels 
her to buy, and place the order. 
7. Provide reams of information not persuasion: The sterotype of the 
overbearing salesperson is the antimodel for online marketing. Online 
consumers are information seekers and are persuaded by facts and logic. The 
medium itself is mostly text based, which attracts an educated audience that is 
used to making decisions based on reading reports. The go online to find 
information from company databases and discussion groups of peers. These 
are not people who are persuaded by the classic techniques of image 
advertising, which is based on irrational and emotional messages, such as 
appeals to ego and sex. Hype and oversell turn off online consumers. The 
successful online marketer will have a better chance to succeed if she offers 
information and rich content instead of self serving materials. 
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8. Create innovative dialogue: After the prospect has read the onlir\e 
information, one must create a way for her to continue developing a 
relationship with the company- and the company should be equipped to send 
a prompt reply. Technologies allows several methods for replies. Customer 
support representative can respond to electronic mail on a timely basis to 
individual questions as soon as they are received in the company mailbox. 
Automated mail responders on the Internet (called mailbots) act like fax back 
system, which send the desired information immediately to the requester to 
any time of the day or night. 
9. Contribute to the community: Online marketing is a two-way, interactive 
process. Companies can contribute by releasing surveys, reports and impartial 
information packets that contribute to the greater good of the online 
community. Companies can also offer free samples of their products, such as 
online newsletter or reports and demo versions of software. 
10. Adjust to the compression and distortion of time: Companies that conduct 
business online must expect to deliver information quickly because the 
customer demands it and because the technology can make it possible. For 
example, automated mail systems, similar in concept to fax back systems, can 
automatically send information-packed files to customers who request 
specific information. This is the norm, not the exception. 
11. Blend advertising, public relations, promotions, catalogs and sales: Online 
marketers must get used to new definitions and new uses for trusted strategic 
marketing elements of advertising and public relations as they undergo a 
metamorphosis in the online environment. Online marketers must keep their 
minds open. Probably the best strategy is to see what other companies are 
doing onUne and adapt the most reasonable tactics to one's own use. 
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12. Online is a competitive advantage. Having a commercial presence online 
presents a competitive advantage to companies. It provides them with an 
alternative and additional distribution channel for its products and services. 
For computers and software companies, not having an online forum to offer 
customer support can be seen as a distinct disadvantage. However, Online is 
just one channel; it is not the only channel. Companies should give careful 
consideration to how they use online services. Do they want to sell products, 
create an image and/or to support customers' queries? Each channel should 
support the company's main goals and messages. 
13. Company size is irrelevant Online. Small companies with a well designed 
home page can look every bit as professional and credible with a web home 
page. Although online marketing is still in its infancy, quite a few small 
companies have become the big companies by using online marketing to sell 
flowers, T-shirts, novelties and computer software. 
3.3. Web: Adding Value to Business 
The web can have a positive impact on any business. More specifically, it can add 
value in six ways: (Janal, 1995). 
1. Enhancing the value proposition to customers: The Internet has the potential 
to enhance the value a firm provides to any given customer. Business 
consumers are able to get more customisation, easier transactional capability, 
and better value-added service as a result of the Internet. 
2. Reducing operational inefficiencies within the organisation. The Internet is 
being used widely to reduce operational inefficiencies within the companies. 
Many companies have implemented virtual teams for customer service, sales, 
and product development. Salespeople are using the Internet to give remote 
presentations to prospects, saving time and money. 
3. Streamlining supply chains: One of the biggest effects of the Internet on 
business is to streamline the companies supply chains. Using the Internet, a 
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company can easily share information with suppUers and customers across the 
globe, allowing it to plan and forecast better. 
4. Increasing connectivity: The Internet is great at linking firms with other firms 
(e.g. e-marketplaces) linking firms with their consumers (e.g. by e-mail) and 
linking consumers with other consumers (e.g. e-bay). This creates a dense 
network, leading to quicker communication among individuals and companies. 
5. Making everything faster: In the words of Intel's Andy Grove: "It makes 
everything faster. Geonomics discoveries come faster. The most direct way of 
increasing productivity is doing the same thing in a lesser period of time-
tuming things faster. And productivity is the key to everything-greater 
productivity increases economic growth". 
6. Eliminating distance: In the words of renowned management author, Peter 
Drucker: "Today Internet eliminates distance for communication as witnessed 
in the telephone customer service area". 
3.4. Dimensions of Web-based Marketing 
For the purpose of study, the various dimensions that could possibly have an impact 
on web-based marketing have been considered. This section highlights the issues and 
challenges identified by previous researchers. 
1. Customer Orientation 
Several studies and articles document renewed management concern for creating a 
customer focused, market-driven enterprise (Houston, 1986; Shapiro, 1988; Webster, 
1988). The canons of the marketing concept assert that profit is a reward for customer 
orientation, which creates a satisfied customer. (Jaworski and Kohli, 1992; Narver and 
Slater, 1990). 
Customer orientation has been described as the companies' ability to sufficiently 
understand target buyers in order to continuously create superior value for them 
(Narver and Slater, 1990). A customer oriented business is more likely to anticipate 
40 
future customer needs and have a long term vision. Correspondingly, such a business 
is likely to have a more proactive approach towards the adoption of new technologies. 
(Wu, Mahajan & Balasubramanian, 2003). 
The rationale behind the high profiling of customer focus is the marketing concept, 
which promotes putting the interests of customers first. Accordingly, because 
customer orientation places the highest priority on continuously finding ways to 
provide superior customer value, an increased commitment to customer orientation 
should result in 'increased boundary-spanning activity", beyond the status quo (Pierce 
and Delbecq, 1977). 
Existing research on the virtual business environment in marketing has focused 
largely on its implications for consumers. Specific research foci include, but are not 
limited to the role of the Internet as a direct channel to reach end consumers 
(Balasubramanian, 1998), the study of online consumers using click and stream data 
(Moe and Fader, 2001), information flow in computer mediated environments 
(Hoffman and Novak, 1996), consumer demographics and Internet usage (Hoffman, 
Novak and Schlosser, 20(X)), customer value delivery using Internet (Keeney, 1999), 
and customer satisfaction in online environment (Balasubramanian, Konana and 
Menon, 2003). 
Customer relationships with the vendor firms's key contact employees are stronger 
than their relationships with the firm itself (Gwinner, Gremler and Bitner, 1998; 
Czepiel, 1990; Bendapudi and Leone, 2002). 
Berthon et al. (1996) and Geissler (2001) suggest that gathering and responding to 
customer feedback are critical communication activities when attempting to convert a 
purchaser to a repeat customer, thus establishing a relationship between the customer 
and supplier. 
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2. Customer Satisfaction 
Acquiring and retaining customers' on-line means providing complete satisfaction 
from initial promise to delivery at the door. Online fulfillment forces Internet 
companies to do far more than enter orders, pick the stock, package it, and ship, the 
standard drilling the brick and mortar world that electronic retailers are supposed to 
have left behind. Electronic retailers must also answer the queries of customers 
quickly and accurately (while learning their buying habits and preferences, and make 
good use of the data generated during transactions (Bhise et ai, 2000). 
For years, researchers have studied service quality and customer satisfaction in 
physical environments that involve face-to-face interaction with customers (Oliver, 
1980, 1999; Parasuraman et al, 1988). However, with virtual interfaces serving as the 
primary, or even sole, points of customer contact for many firms, researchers and 
managers are now interested in re-examining service quality and customer satisfaction 
in onhne settings (Krishnan et al, 1999; Zeithaml et al, 2000; Shankar et al, 2003). 
Researchers have suggested that trust may play a central role in online customer 
satisfaction (Urban et al, 2000; Balasubramanian, Konana & Menon, 2003). 
In the face of capricious consumer demand and increasing competition, today's 
companies must develop new strategies beyond traditional marketing techniques that 
focus on retaining current customers and building relationships with them (Kotler & 
Armstrong, 1999) because the cost to attract a new customer is as much as six times 
the cost to keep a current one (Rosenberg & Crepiel, 1984) and the loss of a customer 
means losing more than a single sale. Recently, companies have been moving their 
marketing strategies away from focusing on individual transactions towards building 
relationships with customers. More and more customers are developing customer 
retention and loyalty programs (Kotler & Armstrong, 1999) and transforming their 
approach to customer management by shifting their focus from customer acquisition 
to customer retention (Payne, 2000). 
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3. Orientation Towards Suppliers 
A web portal where goods and services can be bought from a wide range of suppliers 
is called a B2B marketplace. Some years ago, B2B marketplace barely existed, even 
as an idea. Today, for buyers B2B marketplace promise not only to deliver more 
competitive prices but also to rid the supply chain of a host of inefficiencies 
(Ramsdell, 2000). 
Be it the buyers, sellers or both, all companies have substantial stakes in the B2B 
marketplaces. Their supply chains, their product and marketing strategies, their 
processes and operations, even their business models will be shaped by the way B2B 
relationships are formed and transactions are carried out (Wise & Morrison, 2000). 
The business-to-business space includes the myriad upstream and downstream 
transactions that can enhance channel coordination and customer relationships. JC 
Penny shares packing, shipping, inventory and product movement with suppliers 
(Griffith & Palmer, 1999). By extracting fees for the transactions occurring within the 
B2B market places, market makers can earn vast revenues. And because the 
marketplaces are made from software-not bricks and mortar- they can scale with 
minimal additional investment, promising even more attractive margins as the 
markets grow (Kaplan & Sawhney, 2000). 
Studies reveal that institutional pressures play a role in inducing upstream suppliers 
and downstream channel members to embrace socially accepted norms & behaviours 
(Selznick, 1984; Grewal & Dharwadhkar, 2002). This, in turn, may exert pressures on 
the business to conform in terms of adopting e-business initiatives in communication 
processes with outside parties and in order-taking and procurement processes (Wu, 
Mahajan & Balasubramanian, 2003). 
E-procurement refers to processes associated with online suppliers search and 
qualification, online order placement and monitoring by the business with the 
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suppliers, online bid submission by suppliers and the like (Wu, Mahajan & 
Balasubramanian, 2003). 
Through communications with external parties on both the supply and demand sides, 
and within itself, a business will better understand its current position in the 
marketplace and be better prepared to take on new challenges. Correspondingly, 
increased customer power will force businesses to adopt to new technologies that 
enable streamlined conmiunications at all points of the supply chain. Also, powerful 
customers in search of convenience and lower transaction costs will pressurize 
businesses to implement online order taking. In particular, such pressures is likely to 
be applied by large customers who buy a range of products and in large quantities-
these customers will gain the most from online order placement (Wu, Mahajan & 
Balasubramanian, 2003). 
Externally, the challenge of managing relationship with intermediaries is just as 
important. The challenge is to make a manufacturer's digital marketing initiatives a 
'win-win-win' proposition. 
4. Top Management Orientation 
Top management attitude towards change significantly influences adoption decisions 
(Dewar and Dutton, 1986; Damanpour, 1991). Since top management plays a central 
role in shaping organizational strategies when it comes to implementing Web based 
marketing strategy (Kohli and Jaworski, 1990), the role of top management in e-
business context is likely to be significant. Specifically, the top management has the 
power to reduce interdepartmental conflict and facilitate rapid e-business 
implementation by building an organization wide strategic consensus related to e-
business adoption (Dess & Origer, 1987; Wu, Mahajan & Balasubramanian, 2003). 
In the context of communication processes, e-business tools facilitate information and 
knowledge flow within and across the boundaries of the business unit and can help 
integrate previously truncated information flows into a streamlined knowledge 
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management system (Sawhney & Zabin, 2001). However, knowledge is power and 
managers both within and across departments tend to hoard rather than share 
information, thereby hindering the treatment of information as shared, corporate asset 
(Brancheau & Wetherbe, 1987). In this context, top management has the abiUty to 
reduce interdepartmental conflict and resistance to information sharing. Likewise, 
implementing e-business tools in order taking and procurement process may call for 
the restructuring and realignment of external relationships with customer and 
suppliers, both in terms of information sharing networks and other organsiational 
arrangements (Wu, Mahajan & Balasubramanian, 2003). 
5. Organisational Learning Ability 
The companies learning ability or (absorptive capacity) describes its ability to 
evaluate, adopt and exploit external knowledge or equivalently, its ability to recognize 
the value of new information, assimilate it and apply it to commercial ends (Cohen & 
Levinthal, 1990). 
A high learning ability can facihtate e-business adoption in multiple ways. Allowing 
for an established procedural pattern and represents an ongoing process of 
assimilation and transformation. Willingness for adoption must be backed by an 
adequate absorptive capacity that facilitates: 
a) The quick recognition of new developments in the e-business arena 
b) An understanding of how e-business initiatives can augment existing operations 
c) A continuous scanning of the environment for successful implementation stories 
that can be replicated. 
Moreover, an important component of learning is the organization wide dissemination 
of information that leads to a shared understanding and interpretation of external 
phenomena and internal strategies (Sinkula et al, 1997; Wu, Mahajan & 
Balasubramanian, 2003). 
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6. Orientation Towards Competitors 
Orientation towards Competitors refers to the ability and the will to identify, analyze 
and respond to competitor's actions (Narver & Slater, 1990; Gatignon & Xuereb, 
1997). Using the target rivals as a frame of reference, competitor oriented businesses 
constantly seek to identify their own strengths and weaknesses (Han et ai, 1998). 
Such attention to competitive factors will provide a business with a proactive 
disposition toward shaping the competitive environment and its own strategy (Day & 
Wesley, 1988). 
Businesses engaged in continuous environmental scanning and adaptation are 
therefore more likely to lead the industry in terms of adopting and implementing e-
business initiatives and will exhibit a higher overall intensity of e-business adoption 
(Wu, Mahajan & Balasubramanian, 2003). 
In business, a competitor oriented company would be seen to implement web 
marketing tools in its communication processes as well. Customer orientation and 
competitor orientation have been held to 'include all of the activities involved in 
acquiring information about the buyers and competitors in the target market and 
disseminating it throughout the business' (Narver & Slater, 1993; Wu, Mahajan & 
Balasubramanian, 2003). 
An organization may adopt an innovation because it fears being left behind by other 
companies that do so (DiMaggio & Powell, 1983; Abrahamson & Rosenkopf, 1993). 
7. Financial orientation 
With a significant number of users purchasing online owing to the products and 
service being available at a very low cost (Gupta et ai, 1995), companies requires 
different strategies to Internet promotion (Poon & Jevons, 1997). Emergence of 
information-based technology has enabled new approaches to product development 
and pricing. Methodical approaches in the form of survey of representative sample of 
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potential buyers are followed in selected markets to arrive at a pricing point. One of 
the easiest methods followed is Direct Questioning that involves communicating with 
potential buyers and eliciting the level of value the buyers places in the new product 
(Panda, 2005). By aggregating customers' purchasing power, e-coops give online 
shoppers the ability to buy at the 'volume discount' prices usually achieved by large-
volume retailers (Pitt et al., 2002). 
Today, prices are relatively comparable on the Web, although some companies, such 
as Buy.com, offer lower prices. The majority of firms are choosing to differentiate 
themselves using methods other than pricing because pricing is easy to imitate and 
non price differentiation is more enduring for all but the price leaders 
(Krishnamurthy, 2003). 
The Internet has made pricing information widely available to suppliers, customers, 
and competitors alike. This should have the effect of reducing price differences 
between suppliers, because customers can shop for a better price from any supplier in 
the world. If this scenario develops, it would reduce the importance of price 
competition and increase the importance differentiation (Neal, 2000). 
The Internet has also helped drive significant price declines in life insurance and cars, 
both markets in which buyers use the Internet to gather information but typically 
make purchases offline (Kwak, 2001). 
8. Orientation Towards E-Business 
A business process focused conceptualization of e-business adoption is seen to be 
consistent with the argument of Sawhney & Zabin, (2001) that e-business makes 
possible enterprise application targeted at building and managing relationships with 
key constituencies (including customers, suppliers, employers and partners). 
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However, a mere willingness to adopt e-business implementation may not in itself 
lead to high levels of e-business implementation. Such willingness must be backed by 
an adequate absorptive capacity that facilitates: 
• Quick recognition of new developments in the e-business arena 
• An understanding of how e-business initiatives can augment existing 
operations 
• A continuous scanning of the environment for successful implementation 
stories that can be replicated. 
Thus, while implementing the e-business adoption is critical, an important component 
of learning is the dissemination of information that leads to a shared understanding 
and interpretation of external phenomena and internal strategies (Sinkula et al, 1997). 
Researchers in marketing have focused on institution driven factors and capability 
driven factors in terms of the adoption or rejection of laptop computers using 
explanatory variables (Gatignon & Robertson, 1989). Grewal, Comer & Mehta (2001) 
found that motivations related to efficiency and the quest for legitimacy (an institution 
driven factor), together with the companies abilities related to learning and 
information technology, affect the degree of organizational participation in business-
to-business electronic markets. Srinivasan, Lilien & Rangaswamy (2002) studied the 
antecedents and implications of technological opportunism, defined as the companies' 
ability to sense and respond to new technologies, in the context of e-business 
adoption. 
9. Business Orientation 
Researchers have examined innovation adoption antecedents both within and outside 
the business unit (Daft, 1982; Robertson & Gatignon, 1986; Chandy & Tellis, 1998; 
Gatignon & Robertson, 1989). 
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Consistent with the 'often unwritten assumption' that innovations benefit their 
adopters, businesses frequently adopt innovations to gain competitive advantages or 
capabilities (Abrahamson and Rosenkopf, 1993). The literature on organizational 
adoption of innovations has delineated specific business characteristics and conditions 
that facilitate such adoptions (Kimberiy & Evanisko, 1981). These include, but are not 
limited to, functional differentiation (Balridge & Bumham, 1975), administrative 
intensity (Damanpour, 1987), external and internal communication (Miller & Friesen, 
1982) and vertical integration (Hull & Hage, 1982). 
Researchers have examined that companies need to keep abreast with technological 
innovation to ensure their business orientation (Swanson, 1994). Herein, the top 
management support to adapt to innovations related to the business, catalyzing role of 
operational crises and changes in organizational architecture is necessary. 
10. Orientation Towards Cyber Issues 
An article in Economic Times, quoted that India has joined the list of top 10 countries 
considered places of origin for Internet-based attacks on the telecommunications 
industry, while a report on Internet-based threats by the Nasdaq-listed Symantec Corp 
shows. India now ranks ninth and is responsible for 1% of the total attacks but 
analysts expect this to grow as broadband penetration in India increases (Thakur, 
2005). 
Majority of Indian consumers is still wary of security issues involved in shopping via 
the net. In the backdrop of the various portals witnessing a rising trend in purchasing 
on the net, both for traditional shopping like gifts and jewellery as well as consumer 
durables (Parwan, 2005). There is a need for creating consumer awareness about the 
security and convenience of online shopping. The business companies too need to 
effectively address these emerging cyber issues to instill confidence in the consumers 
Komer and Zimmermann (2000) as well as Aaker (1996), suggest that in the new 
business medium of the Internet, confidence in the business partner is crucial for 
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conducting business transactions. Companies must clearly communicate their privacy 
policies, security policies concerning customer data. For the security aspect, 
Bartmann and Kreuzer (1996) noted that secure handling of business transactions is 
critical for building trust. 
Creating a privacy poUcy and security is an aspect of trust, seen as a vital dimension 
to web marketing. Komer and Zimmermann (2000) as well as Aaker (1996), suggest 
that in the new business medium of the Internet, confidence in the business partoer is 
crucial for conducting business transactions. With respect to privacy policies 
concerning customer data, companies must clearly communicate the purpose of 
collecting consumer profile data. For the security aspect, Bartmann and Kreuzer 
(1996) note that secure handling of business transactions is critical for building trust. 
11. Orientation Towards Online Transactions 
Order taking refers to processes associated with order placement, order monitoring, 
and payment submission by customers. Adoption of web marketing in order taking or 
online transactions can influence multiple outcomes. First it can enhance efficiency by 
reducing transaction costs and other intermediary related costs. Secondly, it can 
improve sales performance by allowing customers to easily access offered products 
and services in an intermediary-free environment. Moreover, customers can track and 
inquire about their orders electronically and can shop without the conventional 
restraints of time and /or place associated with non-virtual market settings. It also 
allows customers to monitor their orders closely to avoid mistakes and delays, leading 
to greater customer satisfaction (Wu, Mahajan & Balasubramanian, 2003). 
The Information Technology Act (2000) of India, as amended from time to time, has 
facilitated the e-procurement process by providing legal recognition to the use and 
acceptance of electronic records; authentication of such e-records by means of digital 
signature technology; and publication of rules, regulations and orders in electronic 
gazettes. 
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However, the underlying principles behind some of the newer auction systems like 
reverse auctions are apparently in conflict with the procurement framework prescribed 
for the public sector, which strongly disallows negotiations, counter-offers and bid-
price disclosure under any circumstances. 
A number of reforms have been attempted in hidia in the past few years to bring about 
transparency, fairness and accountability in public procurement systems, both in 
government departments as well as in many Public Sector Units (PSUs). 
They have ranged from basic electronic tendering as in the case of Andhra Pradesh 
Government (a process which converts the traditional sealed-bid into an electronic 
format) to newer systems like electronic reverse auctions in the case of SAIL, BHEL, 
the DGS&D and the Indian Railways. It has been estimated that electronic 
procurement in India in the public domain has crossed total contract volumes of Rs. 
25,000 crore in the past three years and will continue to rise at rates of 25-30% every 
year. 
Detmer (2002), suggests that e-marketers must take the time to clearly define your 
company's privacy poHcy, and make sure it is strictly enforced... Maintaining the 
balance between privacy and personalization will increase the comfort level your 
customers feel for your business. In addition to stating the privacy policy, e-
commerce firms can reassure customers by using a safe and encrypted payment 
process for transactions. Trust is also important if customers should encounter 
problems on the Web site, require personal assistance, or need to exchange or return a 
purchase. Visitors may be more likely to buy from a site if they know a live person 
can be contacted. 
Powerful customers in search of convenience and lower transaction costs will 
pressurize businesses to implement online order taking (Wu, Mahajan & 
Balasubramanian, 2003). 
51 
12. Marketing Orientation 
Even the hard core manufacturing sector is today keen to embrace onhne marketing. 
As an out-of-the-box thinking for the new age tractor marketing, it is seen in India 
that companies are using everything from virtual gaming, to web enabled services, to 
hitemet kiosks and a 24 hour call center to woo their customers (Gupta, 2005). 
Marketers can use interactive media to provide better service and lower costs by 
delivering up-dated product and non product related information (Morgan & 
Hunt,1994). According to Kiani (1998), the web is a faster, less expensive, highly 
immediate conmiunication, round the clock and global. According to Blattberg & 
Deighton (1991), addressability of the web provides the opportunity for marketing to 
create individual relationships, managing markets of one, and addressing each in 
terms of its stage of development. 
According to Blattberg et al. (1994), the customer is now an active participant and a 
partner in the production. Therefore, motivation of consumers to response and interact 
is a key point of virtual marketing in such a marketing environment. In an interactive 
two-way world, it is the consumer and not the marketer who decides with whom to 
interact, what to interact about, and how to interact at all. Marketers have to earn the 
right to the digital relationship, and they have to do so by continuously enhancing the 
value they offer to consumers (Kierkowski et al, 1996). He stated that the most 
significant challenge for the digital marketers will be to manage the interdependencies 
between the digital marketing efforts and the rest of the organization and existing 
outside partners such as distributors and retailers. 
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13. Streamlining Processes 
Komer and Zimmermann (2000) suggest that the development of appropriate 
processes is relevant for all blocks in order to make them operational. The processes 
can be divided into internal and external processes. Internal processes refer to the 
processes within a company and are tied into satisfying customer's requests. These 
processes cover such things as the interface between the back office and the customer 
communication center; order processing procedures, organization of service processes 
and the procedures for handling complaints. External processes involve interactions 
between suppliers and customers, which include ease of use, easy navigation and ease 
of contact access. In Geissler's study (2001), website designers agreed that providing 
consumers with an easy navigation system through a website was critical for 
facilitating interactivity. Because consumers are often impatient, they should be able 
to move quickly and efficiently within a site. 
One of the strongest motivators for customers who make Web-based purchases is the 
ease of ordering. Companies must market their alliances and delivery timeliness as an 
important benefit. Furthermore, if the online company follows through on its 
promises, it is more likely to build customer loyalty and receive referrals from 
satisfied customers. Customer satisfaction or dissatisfaction can spread very quickly 
on the Internet with just a few keystrokes (Krishnamurthy, 2003). 
14. Technology Orientation 
With ever demanding customers, it is increasingly becoming evident for companies 
that they adopt to newer technologies else be behind their competitors. In fact, in 
some cases the fear of losing customers are forcing the organsations to adopt to newer 
technologies (Wu, Mahajan & Balasubramanian, 2003). When significant customers 
demand it, then bureaucratic firms execute technologically difficult innovations 
(Christensen & Bower, 1996). 
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Today companies' are seen to position themselves on the basis of technology, that a 
firm is one the cutting edge - especially important for online marketers. Two 
examples are: 
• At the Lands' End Web site, women can build virtual models based on their 
physical features such as hair color, skin tone, hair style, and face shape. Users 
can then see how Land's End apparel would look on themselves by trying virtual 
outfits on the model. The model can be rotated for front, side, and back views 
(www.landsend.com). 
• The American Airlines site offers various tools to allow customers to manage their 
flight arrangements: frequent flier account management, personalized travel 
planning, and personalized seat selection when booking flights. Customers travel 
planning, and personalized seat selection when booking flights. Customers can 
store user-profile information on preferred destinations, seating preference, 
companion travelers, and frequent flier rewards status and billing (www.aa.com). 
3.5. Prospects of Web-based Marketing 
Companies that are positively inclined towards the above mentioned orientations are 
expected to gain competitive advantage in the long run. Infact, companies can benefit 
from web-based marketing in many ways. On the basis of the literature review (Dess 
& Origer, 1987; Kohli & Jaworski, 1990; Janal, 1995; Harrington & Reed, 1996; 
Kierzkowski et ai, 1996; Nobel et al, 1998; Adriaenssens & Cadman, 1999; Pincott 
& Branthwaite, 2000; Wilke et al, 2000; Brown, Culkin & Hetcher, 2001; Eichman 
et al, 2001; Sharma, Gupta & Manhas, 2002; Venkatesh & Balachandran, 2003; Wu, 
Mahajan & Balasubramanian, 2003; Sallehhuddin et al, 2004) the following 
prospects emerge: 
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1. Customer orientation 
a. It is easy to reach a defined audience in an envlronmeM tlmti^'St yet 
crowded with competitors. Thereby finding new customers. 
b. Target a defined customer group with precision and develop a 
continuing dialogue. 
c. Create a responsive dialogue with customers and hence reshape 
customer relationships 
d. Distribute software and information products quickly through e-mail 
and file transfers 
e. Deal interactively with customers at any time of the day or night in 
their home or office 
f Provide personalized, customized service to customers 
g. Provide reams of information to customers 
h. Profit is a reward for customer orientation which creates a satisfied 
customer 
i. It helps to find new ways to provide superior customer value 
j . It helps to respond to customer queries quickly and accurately 
k. It helps to improve customer retention 
1. It helps in online customer analysis- understanding their profile, what 
they buy, from whom etc. 
m. Through web marketing, businesses enhance customer satisfaction by 
providing information about products, troubleshooting and service 
online, 
n. Web marketing allows companies to directly reach their customers and 
promptly whenever a new product is introduced and by tapping into 
markets that were hitherto inaccessible on account of distribution or 
other infrastructural constraints 
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2. Marketing orientation 
a. Web-based marketing allows companies to act quickly by adding 
products and changing selling propositions at a moment's notice 
b. It helps in tracking the sales interaction, steps and results 
c. It gives a broader platform to contact and reach new segments and 
markets 
d. The almost instant customer feedback allows to enhance 
product/service quality 
e. It helps in internal marketing, that allows cross company 
communications for keeping staff informed of what is happening 
throughout the company and for providing a feedback mechanism 
f. With the help of Intranet, the fastest growing method of internal 
communications, the employees can keep abreast with cross company 
communication at all times 
g. Increased scope for International marketing 
h. It can improve sales performance by allowing customers to easily 
access offered products and service in an intermediary free 
environment 
i. Web marketing allows for important product planning and inventory 
information to be shared on a regular or even real time basis leading to 
more productive relationships. 
3. Top Management Orientation 
a. It allows an established player to reinvent its market and the new 
entrant to disintermediate existing relationships 
b. When top management plays a critical role in shaping organizational 
strategies, the adoption of web-based marketing reduces 
interdepartmental conflict and facilitate rapid implementation by 
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building an organization wide strategic consensus related to the 
adoption. 
c. Financial investments and commitments elicit best results when the 
top management is fully involved and committed towards the 
implementation of web-based marketing concept. 
d. Willingness to adopt web marketing concept by top management 
would result in quick recognition of latest developments; understand 
how businesses can augment existing operations and a continuous 
scanning of environment would assist in successful implementation. 
4. Orientation Towards Competitors 
a. Web-based marketing helps in improving one's competitiveness, for it 
is easy to access information about the competitors, thereby keeping an 
eye on him 
b. Using target rivals as a frame of reference company businesses 
constantly seek to identify their own strengths and weaknesses 
c. It allows to take proactive disposition towards shaping competitive 
environment 
d. By adopting and implementing web marketing, businesses are likely to 
lead on account of continuous environment scanning and adaptation. 
e. Companies that adopt to web-based marketing concept would be seen 
to be ahead of its competitors and thereby gain competitive advantage. 
5. Financial orientation 
a. Financial investments must have the approval of top management to 
ehcit the desired results. Once it is there, there are obvious benefits in 
cost savings 
b. Web marketing allows businesses to deliver competitive prices online 
c. The shortening of the intermediaries also assists in reducing the prices 
online 
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d. Thus, there are cost savings in terms of distribution costs, reduced cost 
of marketing, cost of coordinating, general management costs, and 
transaction costs. 
e. With the decreasing cost of bits, there is cheap and efficient technology 
available to the users. Hence, transact business electronically and at a 
lower cost. E-mail and data files can be transmitted to selected 
customers or entire lists in seconds, for pennies. 
f The end result is thereby, reduced cost in acquiring new customers by 
using online marketplaces 
g. The creation of digital technologies has now becomes cheaper over the 
last few years, hence adoption of web marketing is no longer a far 
fetched thought. 
6. Orientation Towards Suppliers 
a. Web marketing helps in streamlining the supply chains, getting rid of 
the supply chain inefficiencies 
b. It helps the seUing process by allowing manufacturers to communicate 
and sell directly to end users without the going through the classic 
distribution channels 
c. Web marketing allows for onUne bid submission by suppliers 
d. It allows them to directly link with the companies database 
e. The suppliers can any point of time track orders electronically 
f They could also search for online information about their competitors 
or potential suppliers 
7. Orientation Towards Cyber Issues 
a. Web-based marketing calls for a clear laid down policy by the 
organization in terms of the security and privacy policies 
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b. It calls for adhering to the applicable cyber laws, thereby protecting the 
larger interest of the organization, its employees, suppliers and 
partners. 
c. Thus, by adhering to the applicable laws, it is easy to implement the e-
business practices as per the prescribed manner 
d. Building trust of its customers is prime to any organization. By 
adhering to the cyber law, the company can build upon trust and 
confidence within its customers 
e. By keeping the personal records shared by customers as confidential, 
by keeping the transactions as confidential, the organization is able to 
build upon trust and confidence. Assurance towards secure handling of 
business transaction for long term helps to build long term 
relationships with its customers. 
8. Orientation Towards Online Transaction 
a. The web allows for e-procurement, online order placement 
b. Powerful customers are seen to be pressurizing the businesses to 
transact online and thereby, they gain competitive advantage over 
others 
c. Companies feel they are technologically deficient, if they do not adopt 
online transaction, hence the adoption helps building the companies 
technology savvy image 
d. The customers can shop without the conventional constraints of time or 
place 
e. It allows customers to track and inquire about their orders 
electronically 
f Customers can monitor their orders closely to avoid mistakes & delays, 
lending to greater customer satisfaction 
g. It allows for enhancing efficiency by reducing transaction costs and 
other intermediary costs. 
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h. Online transactions can be expected to increase efficiency by enabling 
a tighter balancing of demand and supply and by reducing the costs of 
both finding the right suppliers and transacting with them. 
9. Orientation Towards E-Business 
a. Web marketing makes possible enterprise applications targeted at in 
managing relationships with key constituents (customers, suppliers, 
employees and partners) 
b. It allows for dissemination of information that leads to a shared 
understanding and interpretation of external phenomena and internal 
strengths 
10. Orientation Towards Company Responsiveness 
a. Web marketing provides information to customers irrespective of time 
and place, thereby disseminating information freely 
b. Web marketing allows for improved customer service by offering 
24X7X365 days interaction using self-service applications over the 
web 
c. Web allows for quicker, faster response time, moreso, real-time 
response time leading to a more satisfied customer 
3.6. Problems of Web-based Marketing 
Web-based Marketing has its challenges too. It is vital that marketers look ahead and 
prepare for challenges identified by researchers (Kohli & Jaworski, 1990; Janal, 1995; 
Harrington & Reed, 1996; Kierzkowski et al., 1996; Nobel et ai, 1998; Adriaenssens 
& Cadman, 1999; Pincott & Branthwaite, 2000; Wilke et ai, 2000; Brown, Culkin & 
Fletcher, 2001; Eichman et ai, 2001; Sharma, Gupta & Manhas, 2002; Venkatesh & 
Balachandran, 2003; Wu, Mahajan & Balasubramanian, 2003; Sallehhuddin et ai, 
2004). Some of these are listed below: 
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1. There are a host of products and services that cannot be sold successfully on the 
web and they fall into four categories: 
a) Experience and sensory products (high-touch products) such as clothing, 
produce or jewellery without touching. 
b) Products that are hard to transport, that are bulky (e.g. Sofas) have high 
transportation costs, which may increase the price of the product substantially, 
and render product returns problematic. 
c) Products with delivery problems- One of the biggest problems faced by the 
online grocery business are delivering to a large number of customers who are 
spread out across urban areas. A driver may be able to make only ten to twenty 
stops a day, leading to huge delivery costs. As a result, such a business carmot 
compete effectively with a brick-and-mortar supermarket, which does not have 
these costs. 
d) Services where face-to-face interaction matters- Consider services such as 
health care and education. In both cases, there is no substitute for consulting a 
doctor or interacting with professors and peers in a classroom setting. In both 
cases, the Internet can help make the face-to-face interaction more productive, 
but it cannot replace it for a large section of the population. 
2. Top Management Orientation 
a) Web based Marketing requires major changes in organsational approach and 
structure. It calls for involvement of top management which when missing 
could act as a deterrent in adopting web based marketing concept. 
b) Lack of involvement by top management in implementing web marketing 
would result in increase in interdepartmental conflict, thereby hindering rapid 
implementation process 
c) Huge financial investments could go haywire if the top management does not 
play an active role in implementation 
d) Also, continuous environment scanning is critical for top management, the 
failure to do so, would impact strategic decisions 
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e) The skills of employees needs constant upgradation and it is vital that they 
have the right mindset. A small core of professionals would have to be 
recruited from outside. A consensus on this by top management is critical. 
3. Marketing Orientation 
a) Inability to send regular information and updates to customer would be seen as 
a deterrent 
b) Through web marketing, if the organization fails to exchange frequent 
information between people and departments, then there would be a negative 
impact 
c) Ineffective web marketing would not yield in increased market share, 
increased sales volume and increase in customer acquisition 
d) Web marketing allows for strengthening relationships with customers, failure 
to utilize the web for this purpose would have a negative impact on the 
customer relationship 
e) Lack of ability to respond to instant customer feedback would boomerang. 
f) Internal communications could get hampered if the intranet is not utilized fully 
g) The almost instant customer feedback allows to enhance product/service 
quality 
4. Orientation Towards Suppliers 
a) Inappropriate use of technology would not result in getting rid of the supply 
chain inefficiencies 
b) The process of online bidding has to be foolproof to avoid errors 
c) The technology part here has to be full proof, so as to avoid any errors related 
to tracking, online communication etc. 
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5. Orientation Toward Online Transaction 
a) Providing satisfaction to the customers is the key. However, if the company is 
technology deficient, then, they would be able to provide and adopt onUne 
transactions 
b) Inability to provide online transaction is today seen as disadvantage. 
Customers then would not have the benefit of transacting anytime-anywhere. 
6. Orientation Towards E-Business 
a) Web marketing calls for an effective e-business plan to be implemented. 
Inability to do so, would have a bearing on the web marketing 
b) The companies's inability to respond to new technology would be deterrent in 
implementing web marketing 
c) Inability to upgrade the employees skills would impact e-business adoption 
7. Orientation Towards Competitors 
a) Web marketing strategies calls for analyzing the competitor's strengths and 
weaknesses from time to time. However, lack of sensitivity to gain competitor 
information could have a direct and a long term bearing on the company 
b) Inability to adopt to latest technology would carve out a way ahead for the 
competitor 
c) The organization needs to act proactively to competitor's actions, lack of it 
would impact the organization and its strategies in the long run 
8. Orientation Towards Company Responsiveness 
a) Alacrity is the key to success in today's world. Web marketing allows this. 
However, even then, if companies fail to respond to its customers with all the 
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latest tools and techniques, then customer satisfaction and customer relations 
gets impacted forever. 
9. Financial Orientation 
a) Web marketing initiatives would suffer strongly if the approval of top 
management is missing 
b) All efforts to benefit from reduced cost would be impossible without the role 
and involvement of top management 
10. Orientation Toward Cyber Issues 
a) Building trust and confidence in customers is difficult if the organization does 
not stand by the applicable cyber laws 
b) Insensitivity to do so, would hamper the customer relationships 
11. Customer Orientation 
a) Lack of web marketing strategies would Umit any organization to its existing 
customer base only 
b) Limited dialogue with existing customers on account of lack of use of 
interactive tools and techniques. 
c) Inability to respond to customers on time is another fallout 
d) How would companies attempt to motivate their online customers need to be 
addressed 
12. The challenge of managing relationships with existing intermediaries is just as 
important, critical viz. salesforce, distributors, and retailers perceive web based 
marketing as a perceived threat to their 'ownership' of consumers. If not planned, 
the results would impact business from all spheres. 
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CHAPTER 4 
RESEARCH METHODOLOGY 
"All this brings you closer and closer to the efficient market." 
Robert MacAvoy 
4.1. Introduction 
This chapter focuses on the research hypothesis, research design and the procedures 
followed for conducting the study. Specifically, this chapter describes the instrument 
development process, pilot study and pre-testing, data collection and data analysis 
procedures. The issues of the reliability and validity of the measurement scales are 
also addressed. 
4.2. Hypothesis 
For the purpose of achieving the objectives of the study hypothesis were presumed. In 
this research study, while the independent variable is the companies (Manufacmring 
or Service sector) and the dependent variable includes dimensions such as top 
management orientation; business orientation; orientation towards online order taking; 
orientation towards competitors; customer orientation; financial orientation; 
orientation towards suppliers; cyber issues and other dimensions. 
The null hypotheses considered for the study were: 
Hoi: There is no significant difference between the two types of companies in terms 
of their Marketing Orientation. 
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Ho2: There is no significant difference between the two types of companies in terms 
of its Orientation Towards Top Management. 
H03: There is no significant difference between the two types of companies in terms 
of Financial Orientation 
Ho4'. There is no significant difference between the two types of companies in terms 
of Orientation Towards Cyber Issues 
H05: There is no significant difference between the two types of companies in terms 
of its Orientation Towards Online Transactions 
Ho6'- There is no significant difference between the two types of companies in terms 
of Orientation Towards Suppliers. 
Ho7'- There is no significant difference between the two types of companies in terms 
of Orientation Towards Competitors. 
H08'. There is no significant difference between the two types of companies in terms 
of Orientation towards E-Business. 
H09. There is no significant difference between the two types of companies in terms 
of Orientation Towards Company Responsiveness. 
Hoio'- There is no significant difference between the two types of companies in terms 
of Customer Orientation. 
Hon: There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and its online presence. 
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Hoi2' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and Us interactivity level of online 
presence. 
H013: There is no significant association between the sector to which a company 
belongs and its company type i.e. pure play or net centric; hybrid or bricks and 
clicks. 
Hoi4' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and the use of companies website as 
Intranet, Extranet and Internet. 
Hois'. There is no significant association between the sector to which a company 
belongs and its net visibility. 
Hois'. There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and anytime-anywhere browsing by 
customers. 
Hon'. There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and personalized services offered to 
customers. 
Hois'' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at facilitating online 
purchases. 
H019: There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at cutting down on 
transaction time. 
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Ho20' There is no significant association between the sector to which the company 
belongs and their attempts at increasing their customer base. 
H021' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at database 
maintenance. 
H022' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at getting real time 
feedback. 
Ho23' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at streamlining the 
supply chains. 
Ho24- There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at web presence 
geared towards employee use only. 
Ho2s' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their operations in B2B domain. 
Ho26' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their operations in B2C domain. 
Ho27'- There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their operations in C2C domain. 
Ho28' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their operations in C2B domain. 
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0^29*. There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and the deployment of browser type 
Internet Explorer. 
Ho30' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and the deployment of browser type 
Netscape. 
Ho3i: There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and the deployment of browser type 
Firefox. 
4.3. The Research Design 
This research study aims to focus on companies in India who have adopted web based 
marketing strategy. This study would attempt to explore the degree of interactivity of 
a company's website that could be interactive, somewhat interactive and static, the 
state of their company's website, company type, objective of their website presence, 
browsers used, categorisation of a company website, the impact of top management 
involvement, business orientation, customer orientation, customer satisfaction, 
competitor orientation, financial orientation, cyber issues vis-a-vis the company type 
i.e. manufacturing and services; pure play or net centric and hybrid or bricks and 
clicks. 
The research was descriptive in nature and quantitative data was generated for the 
purpose of the study to test and empirically validate the problems and prospects of 
web-based marketing for Indian companies. Since a scale was developed to measure 
the same in the Indian scenario, thus, the reliability and validity of the research 
instrument was checked. The present study tried to reduce any discrepancy with the 
help of availability of hard evidence based on a rigorous research methodology which 
is mandatory for the development for a reliable valid and pragmatic diagnostic 
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instrument, in order to enhance the process of theory building. Consistent with Yin's 
(1994) suggestions, the present research is descriptive. 
The research design would lead to discovering the prospects and problems of web 
based marketing strategy that a company would need to take care of while planning its 
foray into this area. The research is expected to become a good primer for other 
companies who would like to embrace web marketing. 
4.4. The Research Instrument 
The research instrument (appended in Appendix I) consisted of a structured 
questionnaire that was specially designed for the study. The questionnaire was 
designed with the help of literature (Kohli & Jaworkski, 1990; Narvar & Slator, 1990; 
Damanpour, 1991; Hoffman & Novak, 1996; Seybold, 1998, 2005; Smith, 2000; 
Curry & Curry, 2000; Peters & Waterman, 2004; Wu, Mahajan & Balasubramanian, 
2003) available. This questionnaire was designed so as to ascertain the prospects and 
problems of companies in adopting web based marketing strategy. 
The Questionnaire was also refined on the basis of the feedback received during the 
pilot study. Thus the instrument has been refined accordingly based on the pilot 
findings and face validity. The hidian companies in the study, for the sake of 
developing better and focused understanding, were categorized into manufacturing 
and service companies. 
4.4.1. Instrument Development 
The research instrument, a structured Questionnaire was developed to collect data on 
the variables in this study. The Questionnaire had 10 questions. Question one to ninth 
dealt with the various dimensions under study such as online presence, level of 
interactivity, company's type-pure play or hybrid, etc., while question tenth dealt with 
the ten measures that were considered relevant for the purpose of exploring the 
prospects and problems of web-based marketing for Indian companies. 
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The dimensions that were covered in Question 1-9, were as under: 
> Online presence 
> Level of interactivity- interactive; somewhat interactive and non-interactive or 
static website 
> Company type as pure play or net centric; bricks and clicks or hybrid 
> Use of company's website as Intranet, extranet and Internet 
> Objectives of web presence 
o Net visibility 
o Anytime-anywhere product browsing by customers 
o Personalized service to customers 
o Facilitate online purchases 
o Cut down transaction time 
o Increase customer base 
o Maintenance of customer database 
o Provide real-time feedback 
o Streamline supply chain 
o For employee use only 
> Number of people who visit the website daily 
> Frequency of website update 
> Percentage of total sales turnover through website 
> Company operations as B2B, B2C, C2C and C2B 
> The type of browsers supported by website- Internet Explorer, Netscape or 
Firefox. 
The tenth question included statements that were clubbed into various measures as 
given below: 
1. Marketing orientation 
2. Top management orientation 
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3. Financial orientation 
4. Orientation towards cyber issues 
5. Orientation towards online transactions 
6. Orientation Towards suppliers 
7. Orientation Towards competitors 
8. Orientation towards e-business 
9. Orientation towards company responsiveness 
10. Customer orientation 
For each of these broad measures there were a number of items. Table 4.1 given 
below depicts these items or statements for each measure. 
Table 4.1: Measures and Related Items 
T^ ^ — — = ~ - ^ - - - = - ^ - - • ^ ^ ^ 
1 • S. No. Measures Statements or items in each variable ^ ^ 1 Marketing Orientation Top Management 
Orientation 
Increased market share 
Increased sales volume 1 
Changes in product pricing 
Increase in acquiring new customers 
More loyal customers 
Strengthen relationships with partners and people 
Send regular updates 
Quick in responding to new technologies 
Frequent information exchange between department 
and people 
Adapt Internet related marketing trends 
Sensitive to competitors initiatives 
Increase onhne interaction to meet customer future 
needs 
Provide resource to implement e-marketing practices 
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1 1 
1 
E^S 
Financial 
Orientation 
! 
Orientation 
Towards 
Cyber Issues 
Orientation 
Towards 
Online 
Transactions 
Orientation 
Towards 
Suppliers 
Orientation 
Towards 
Competitors 
Keep track of latest technology 
Keep track of e-business practices < 
Increase in contribution of sales through web 
marketing 
Reduced cost of production transaction 
Reduced cost of general management activities 
Reduced cost of coordinating with stakeholders 
Reduced cost of marketing 
Increase in customers 
Increase in customer retention 
Use of online marketplaces 
Reduced cost of acquiring new customers 
Concerns over security and measures 
Adhere strictly to applicable cyber laws 
Implement e-business practices 1 
Accept online orders and payments 
Customers track their orders electronically 
Is seen as a technology deficient if not implemented 
e-business practices j 
Suppliers' directly link with database 
Track orders electronically 
Online searching and locating potential suppliers 
Bid online 
Adopt innovative technology 
Exchange of information & views about competitors 
actions 
Analyse and respond to competitor's actions 
Adopt wide range e-business practices 
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H ^^^^^^^^^^^^^^^H 
Urientation 
Towards 
E-Business 
Orientation 
Towards 
Company 
Responsiveness 
Customer 
Orientation 
Customers demand strong e-business relationships ' 
Have already adopted e-business practices 
Relationships suffer, if e-business practices are not 
implemented 
Invest substantially in advanced business and 
technology training 
Respond rapidly to information asked by customers 
Provide real-time solutions 
i 
Customer wants regular updates | 
Customer wants to search and locate information 
Firms must respond to new technology readily 
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4.5. Pilot Study and Pre-testing 
Pilot testing of the measurement instrument was necessary to validate the items as 
well as the scale. This was necessary, as some of the items related to the dimension 
had been used for the first time in such a study. 
The pilot testing was conducted in several steps. Before the final instrument was 
developed, a preliminary questionnaire was designed and tested to validate the scale 
items to be used in the study. The development of the measurement scales for this 
research followed the procedures recommended by Churchill (1979) and De Vellis 
(1991) for developing a standardized survey instrument. The initial task in developing 
the scale was to devise the item pool from previous studies. 
Then, to check the face validity of the questionnaire, five subject experts were asked 
to evaluate the statements in Question 10 regarding the content, layout, wording and 
ease of understanding the measurement items. They were also asked for their 
suggestions to improve the proposed scale and to edit the items to enhance clarity, 
readability and content adequacy. Their feedback was taken into account in revising 
the questionnaire. 
The structured questionnaire was first pre-tested on a representative sample of fifty 
companies to obtain necessary inputs for refining the same. These included the 
suggestion of adding the browser related question, the listing of some more 
objectives, the B2B, B2C question etc. Nearly all questions were closed ended. On the 
basis of preliminary analysis of responses obtained with respect to Q. 10 which was 
based on five point Likert Scale, it was decided to randomize the ordering of 
statement to minimize respondent bias. 
Further, on the basis of feedback, to improve the attractiveness of the Likert scale 
based question, emoticons were introduced to break the monotony of the 
questionnaire. Each emoticon used represented either strongly disagree (SD), disagree 
(D), neither agree nor disagree (NAND), agree (A) and strongly agree (SA). 
75 
After the questionnaire was pilot tested, each question was examined for its clarity 
and relevance to the purpose of the research, which resulted in some modifications to 
the questions. 
4.6. The Sample and Data Collection 
The research data was collected by means of a structured questionnaire administered 
through a blend of snail-mail, e-mail, personal administration as well as telephonic 
reminders. 
The sample frame for the study was the database of Confederation of hidian 
Industries (CII), which is a premier body that represents the hidian Industry. The CII 
database consisted of 4653 companies of repute spread all across the country. The 
sample was drawn through the probability sampling technique. Random numbers 
were generated through the random seed generation feature available in SPSS 13 and 
a sample of 1200 companies was selected. The selected sample was categorized on 
the basis of broad industry type (i.e. manufacturing and services). 
4.6.1. Data Collection 
The researcher then collected the data in various stages as described below: 
Stage I 
Herein, the researcher sent the structured questionnaire to all the 1200 
companies that were selected through the random sampling technique. 
The questionnaire was sent to Marketing Heads of all these companies 
through e-mail. In all, 96 responses were received through this exercise 
from companies of interest. 
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Stage II 
During this stage, the questionnaire was sent to thexiemaining 1104 
companies through courier. The mailed package included _.* 
personalized letter highlighting the academic nature of the study and a 
business return envelope. The researcher received 72 responses. 
Stage III 
An e-mail reminder was sent to the remaining companies and 38 
responses were received. 
Stage IV 
During this stage, the researcher contacted the companies through 
telephone. Hard copies of the questionnaire were sent to those 
companies with whom the researcher had had telephonic 
conversations. This was followed up with personal interviews and the 
result was that 42 more responses were received. 
Finally, 248 responses were received. During editing phase, it was noticed that 
20 responses were incomplete in various respects and were not suitable for 
analysis. Thus, 228 responses were analyzed for the purpose of the study. Out 
of the total responses received from the companies that chose to participate in 
the study, 55% belonged to the manufacturing sector while the remaining 45% 
were from the service sector. 
4.7. Measurement, Reliability and Validity 
4.7.1. Scale Refinement and Validation 
A crucial aspect in the evolution of a fundamental body of knowledge in any 
management theory is the development of genuine measures to obtain valid and 
reliable estimates. Unless, reliability and validity are established, it is hard to 
standardize the measurement scales, without which it is difficult to know whether the 
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scales actually measure what they are supposed to measure. In the present study, the 
data was collected through a questionnaire, which was subjected to factor analysis in 
order to unearth the latent factors based on factor loadings. Then, the instrument was 
subjected to tests of reliability and validity, thereby ensuring operationalisation and 
standardization. 
4.7.2. Reliability and Validity Analysis 
Measures of variables should have validity and reliability (Cronbach, 1971; Nunally, 
1978) in order to draw valid inferences from the research. Reliability deals with how 
consistently similar measures produce similar results (Rosenthal & Rosnow, 1984) 
and it has the two dimensions of repeatability and internal consistency (Zigmund, 
1995). Internal consistency refers to the ability of a scale item to correlate with other 
items in the scale that are intended to measure the same construct. Items measuring 
the same construct are expected to be positively correlated with each other. A 
common measure of the internal consistency of a measurement instrument is 
Cronbach Alpha. If the reliability is not acceptably high, the scale can be revised by 
altering or deleting items that have scores lower than a pre-determined cut-off point. 
If a scale used to measure a construct has an alpha value greater than 0.70, the scale is 
considered reliable in measuring the construct (Hair, Anderson, Tatham & Black, 
1998; Nunally, 1978; Leedy, 1997). According to Schuessler (1971), a scale is 
considered to have good reliability if it has an alpha value greater than 0.60 and 0.7 
represent the lower limit of acceptability for reliability estimates. In this research, the 
multi-item scales measuring the various items and dimensions were checked for 
reliability by determining Cronbach's alpha and an alpha value of 0.60 or greater were 
considered. 
The validity of a measurement instrument refers to how well it captures what it is 
designed to measure (Rosenthal and Rosnow, 1984). Several different types of 
validity are of concern: content validity, the degrees of correspondence between the 
items selected to constitute a summated scale and its conceptual definition; criterion 
validity, the degree of correspondence between a measure and a criterion variable. 
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usually measured by their correlation; and construct validity, the ability of a measure 
to confirm a network of related hypothesis generated from a theory of constructs. 
In this research, the content validity of the measurement instrument was assessed by 
asking experts to examine it and provide feedback for revision. The expert panel 
included 3 professors and 2 marketing heads of companies. After they reviewed the 
questionnaire, changes were made to clarify and eliminate ambiguous statements in 
instructions and questions according to their recommendations. Also, in the pilot test, 
each question was examined for its clarity and relevance to the purpose of the 
research, which resulted in some modifications to the questions. 
After the data was collected through the final refined questionnaire, the content 
validity of web-based marketing variables was assessed through factor analysis to 
unearth the latent factors based on factor loadings. Such analysis provides an 
empirical assessment of the interrelationships among items in a variable in forming 
the conceptual and empirical foundation of a summated scale (Hair, Anderson, 
Tatham and Black, 1998). 
Measures were developed in stages (broadly along lines outlined in Churchill, 1979). 
Following Anderson and Gerbing (1988), the researcher purified the measures by 
assessing the reliability and unidimensionality of each construct. The items were then 
subject to Principal Component Analysis (PCA). Due to large number of constructs 
and measures, these refinement efforts were conducted within the sets of measures of 
top management orientation, orientation towards e-business issues, financial 
orientation, customer orientation, orientation towards competitors, orientation towards 
suppliers, orientation towards cyber issues, orientation towards company 
responsiveness and online transactions. 
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4.8. Method of Analysis 
4.8.1. Factor Analysis 
The data generated through Q.IO was then subjected to Principal Component Analysis 
(PCA), a method categorized under the broad area of factor analysis. Principal 
Components (PC) analyzes all the variance in the items. PC is generally considered 
the best method for the pragmatic purposes of data reduction. 
With PCA, the 57 variables were reduced to 48 variables under broad head of 10 
Factors such as top management orientation, customer orientation, orientation towards 
competitors etc. 
The 48 items under various broad heads were further subjected to factor analysis. 
The diagrammatic representation of the procedures followed, leading up to Factor 
Analysis is given below in Figure 4.1: 
^ ^ ^ ^ J J ^ ^ 
Research Problem 
1 r 
PCA Analysis (Exploratory Factor Analysis) 
^ ' 
Factors extracted through forced extraction 
^ ' 
Determination of factors using Varimax rotation 
' ' 
Interpretation of the rotated factor matrix 
' ' 
Computation of factor scores 
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The broad heads were as under: 
Table 4.2: Table for Factors and Related Items 
S.No. 
i 
1. 1 
2. 
3. 
4. 
5. 
6. 
i i 
7. 
i 
8. 
i i 
9. 
10. 
FACTORS 
Factor 1 i 
Factor 2 
Factor 3 
Factor 4 
Factor 5 
Factor 6 
Factor 7 
Factor 8 
Factor 9 
Factor 10 
FACTOR NAMES 
Marketing Orientation 
Top Management 
Orientation 
Financial Orientation 
Orientation towards Cyber 
Issues 
Orientation towards Online 
Transactions 
Orientation Towards 
Suppliers | 
Orientation Towards 
Competitors 
Orientation towards e-
business 
Orientation towards 
Company Responsiveness 
Customer Orientation 
1 
NO. OF ITEMS 
1 
9 
7 
i 
8 ! 
3 
3 
4 
i 
5 
3 
3 
3 
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4.8.2. Rationale for Using Factor Analysis 
Factor Analysis is a multivariate statistical procedure primarily used for data 
reduction and summarization- large number of correlated variables is reduced to set of 
independent underlying factors. This technique is used because it analyses the 
structure of interrelationships among large number of variables by defining a set of 
common underlying dimensions, known as factors or dimensions. This leads to 
summarization and data reduction. 
Factor analysis is an interdependent technique in which all variables are 
simultaneously considered, each related to all others and still employing the concept 
of the variate, the linear composite of variables. The original variables are dependent 
variables that are function of some underlying and latent set of dimensions that are 
themselves made up of all other variables (Gorusch, 1983). Factor analysis is a 
multivariate technique that helps in understanding the complex relationships, which is 
otherwise not possible with bi-variate and univariate methods. The other benefit of 
this technique is that researcher gets insights into empirical estimation of relationships 
with conceptual foundation and interpretation of results. 
An important tool in interpreting factors is factor rotation. Rotation means that the 
factors are turned about the origin until some other position has been reached. This 
redistributes the variance from earlier factors to later ones to achieve a simpler, 
theoretically more meaningful factor pattern. 
In this research, we have used Varimax rotation with which maximum possible 
simplification is reached. With varimax rotational approach there tends to be some 
high loadings close to -1 or +1, thus indicating a clear positive or negative association 
between the variable and the factor close to 0, indicating a clear lack of association 
varimax rotation gives clear separarion of factors. 
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Varimax rotation is used because it is orthogonal type of rotation which signifies that 
our rotated factors have independent character in measurement-that each factor is 
analysed separately and each factor can independently be analysed. 
In this study, KMO measure of sampling ad^uacy was calculated. This suggests that 
the data is adequate for factor analysis. Barlett's test of Sphericity was also calculated 
which suggested that the null hypothesis correlation matrix came from a population in 
which the variables were non coUinear or not correlated. 
4.8.3. Cattell's Scree Plot 
It was drawn to determine the number of factors to extract in the final solution. This 
plot of eigen values associated with each of the factors extracted, against each other. 
At the point that the plot begins to level off, the additional factors explain less 
variance than a single variable. 
4.8.4. KMO and Bartlett test: The Kaiser-Meyer-Olkin measure of sampling 
adequacy suggests that the data is adequate for factor analysis. Bartlett's test of 
sphericity is a statistical test for the presence of correlations among variables. It 
provides the statistical probability that the correlation matrix has significant 
correlations among at least some of variables. Thus, a significant Bartlett's test of 
sphericity is required (Hair et al, 1998). 
After the Factor loading of all 57 statements, some items were dropped which were 
similar or so being understood/perceived by the respondent. Instead of taking the 
eigen value of >1 (eigen value > 1 in this came to 25 variables in all) in all 10 factors 
were considered. These 10 factors accounted for 62% of variance. 
The data was then subjected to rotated component matrix. In this, varimax rotation 
technique (with Kaiser normalization) that is most popular as well as robust technique 
was used to find out the latent variables and hence further data reduction of 10 factors. 
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The data was then sorted by size. For our study, we have used the suppress value < 
0.4. If factor loading is <0.4 on any factor we should do away with that factor. Since, 
it did not happen in our study, we have considered 10 factors only. 
4.8.5. Norm based scoring 
With the objective of developing a scale, norm based scoring was carried out on the 
lines suggested by Garrette (1982) and Ware et al. (1998). 
Norm based scoring allows to compare performance with standardized norm groups. 
Herein, Z scores were obtained. (Z score provides relative location of each score on 
the distribution of our data). Aggregate scores of all items related to a particular 
factor. Z scores were obtained to identify the location of each score on the distribution 
of our data. 
The formula used was: 
Z=(X-M) 
SD 
where, 
X= score 
M=mean 
SD= Standard Deviation 
Z scores were obtained to provide homogeneity to the distribution in such a way that 
measures of central tendency and variance becomes identical with the objective of 
developing relevant norms. On the lines suggested by Ware (1998), T-scores were 
calculated using the following formula: 
T-Score= (Z score*10) +50 
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On the basis of the summary table of T-scores, the summary table of norms was 
developed. And from this, the summary table for performance of companies were 
developed. These are discussed in detail in the Chapter 5. 
4.8.6. Chi-Square Statistics 
Under the non-parametric tests, we used Chi-Square statistics y}. It is used to test the 
statistical significance of the observed association in a cross-tabulation. It also assists 
us in determining whether a systematic association exists between the two variables. 
Thus, in this study, the associations between the variables were put to statistical 
analysis. 
4.8.7. T-test 
After categorizing of all the 228 companies into those belonging to manufacturing or 
service sector they were subjected to t-test to determine as to whether significant 
differences existed between them in terms of the factors such as marketing 
orientation, top management orientation, financial orientation etc. 
4.9. Limitations of the Study 
Like any research study, this study too has its limitations. These include the 
folio wings; 
1. Companies that have been included in the study were 
geographically scattered all across the country. Therefore, it 
was not feasible for the researcher to personally administer 
the Questionnaire in case of all the companies. However, 
personal administration may have improved both the quantity 
and quality of responses 
2. There were limitations in terms of time, fund and willingness 
of the respondents to participate in the study. 
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3. Since the responses pertained to a premium group of 
companies i.e. CII members, there is need for additional work 
to be done before generaUzations can be made. 
4. Despite the efforts of the researcher, the number of 
respondents for the study was limited to 228. This was due to 
constraints on time and effort to get the marketing heads to 
fill the questionnaire themselves. 
5. There is a possibility of respondent bias from another angle. 
They may have given replies that are desirable from their 
point of view. 
6. The personal interview method was observed to be an 
expensive method, specially when the available database had 
a wide geographical sample. 
7. The accessibility to marketing heads was a problem, hence 
the time spent on seeking appointment was considerable. 
8. The personal interview method was more time consuming. 
The respondent could have given responses just to impress 
the interviewer. 
9. The questionnaire when sent through courier had its demerits. 
Low rate of return of the duly filled questionnaires was 
apparent. 
10. Having a structured questionnaire meant that there is abready 
an in-built inflexibility. This method is very rigid since no 
alteration may be introduced. 
11. It is difficult for the researcher to ascertain whether responses 
received through mail-email and snail mail were indeed from 
the intended respondent. 
12. Also, there is risk of collecting incomplete and wrong 
information through mail method, particularly when people 
are unable to understand the question properly. 
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CHAPTER 5 
ANALYSIS AND INTERPRETATION 
"Each problem that I solved became a rule which served afterwards to solve other 
problems ". 
Descartes, Rene (1596-1650) Discours de la Methode. 1637. 
5.1. Introduction 
This chapter deals with the analyses of data collected for the purpose of study. In 
order to obtain a clear picture, the results have been arranged both in tabular and 
graphical formats. In all, data was collected from 248 companies. However, data from 
only 228 companies could be used for the purpose of analysis. The research 
instrument used to collect the data was in the form of a strucmred questionnaire. It 
should be noted that before proceeding with final data collection, the research 
instrument was first tested on a sub-sample of 50 companies during the pilot study 
phase. 
Factor analysis was carried out on the data generated by Q. 10 of the research 
instrument. Reliability analysis of the scale used for generating this data was also 
carried out using Cronbach's Alpha & Guttman coefficient. 
Independent samples t-test statistics was calculated so as to look for differences 
between the manufacturing and service companies on the various factors identified 
through Factor Analysis. Chi-square statistics was also applied to look for 
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associations between variables under study. Further, perhaps for the first time in the 
Indian context, norm based scoring procedure was adopted to classify companies on 
the basis of their performance on the various factors. The sequence of analysis is 
shown in Figure 5.1. 
5.2. Sequence of Analysis 
Figure 5.1; Flow Chart Depicting the Schema of the Analysis 
Development of Research Instrument 
Collection of data 
Data Validation 
Factor Analysis 
Interpretation of Factors 
Reliability Analysis of the Scale 
Using Cronbach's Alpha and 
Guttman's Coefficients 
Norm Based Scoring Use of Independent Sample T-
test to Analyze Differences 
Use of Chi-Square Statistics to Test for Associations 
T 
Interpretation of Findings 
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5.3. Analysis and Interpretation of the Questionnaire 
5.3.1. Exploratory Factor Analysis 
Factor Analysis is a multivariate statistical procedure primarily used for data 
reduction and summarization—large number of correlated variables is reduced to set 
of independent underlying factors. 
The first analysis involved the variables that were subjected to Principal Component 
Analysis (PCA) under the broad area of Factor Analysis. The 57 variables were 
reduced to 10 factors that were extracted through forced extraction using varimax 
rotation technique, thereby reducing the total number of variables from 57 to 48. 
5.3.2. Kaiser-Meyer-Olkin (KMO) and Bartlett's Test 
The Kaiser-Meyer-Olkin MSA index, which can range from 0 to 1, indicate the 
degree to which each variable in a set is predicted without error by the other variables. 
If the MSA index reaches 1, each variable is perfectly predicted by the other variable 
without error. According to Hair et al, (1998), a value of 0.50 or more from the 
Kaiser-Meyer-Olkin MSA test indicates that the data are adequate for EFA. 
Bartlett's test of sphericity is a statistical test for the presence of correlations among 
variables. It provides the statistical probability that the correlation matrix has 
significant correlations among at least some of variables. Thus, a significant Bartlett's 
test of sphericity is also required (Hair et al, 1998). 
The Kaiser-Meyer-Olkin measure of sampling adequacy test (as shown in Table 5.1.) 
was found to be 0.761 and the Bartlett's test of sphericity with p<.0001 indicated that 
the data were appropriate for factor analysis. 
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Table 5.1: KMO and Bartlett's Results 
Kaiser-Meyer-Olkin Measure of Sampling adequacy 
Bartlett's test of Sphericity (Approx. Chi-Square) 
Sig 
.761 
2594.602 
.000 
a) KMO test of adequacy: This test was conducted and it was found that KMO value 
was .761, which is closer to 1, hence it was concluded that the data is adequate for 
factor analysis. 
b) The Bartlett test of Sphericity: The null hypothesis correlation matrix came from 
a population in which the variables were non-collinear or not correlated. The Chi-
Square statistic calculated was = 2594.602 at p<0.000. 
5.3.3. Analysis and Interpretation of Factors 
An exploratory factor analysis (EFA) with principal component was conducted to 
determine the measures for web-based marketing. This analysis includes preliminary 
tests to determine the appropriateness of factor analysis: the anti-image correlation 
matrix, Bartlett's test of sphericity, and the Kaiser-Meyer-Olkin measure of sampling 
adequacy (MSA). In factor analysis, some degree of multicoUinearity is desirable, 
because the objective is to identify interrelated sets of variables. If visual inspection of 
correlation matrix reveals substantial number of correlations greater than .30, then 
factor analysis is appropriate (Hair et al, 1998). The correlations among variables can 
be analysed by computing the partial correlations among variables. If 'true' factors 
exist in the data, the values of partial correlations should be small. The anti-image 
correlation matrix contains the negative values of the partial correlations among 
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variables; smaller anti-image correlations are indicative of a data matrix suited for 
factor analysis. 
The anti-image correlation matrix indicated that the partial correlations were small, 
implying true factors existed in the data. Given these results, the exploratory factor 
analysis (EFA) was conducted. 
The EFA employed a principal component analysis with varimax rotation. Factors 
with eigen values greater than 1.0 and rotated factor loadings of 0.40 or greater were 
retained. Researchers have different opinions on the factor loadings. However for this 
study, factor loading of 0.40 or greater were taken. Many researchers consider 0.40 as 
a practically significant one, though popularly used factor loading is 0.50 (Hair et ai, 
1998). To ensure that each factor identified by the EFA would have only one 
dimension and that each attribute would load on only one factor, items with factor 
loadings less than 0.40 and any item loading on more than one factor with a loading 
score equal to or greater than 0.30 on each factor were eliminated from the analysis 
(Chen & Hsu, 2(X)1; Kim, 2002). In addition, because the conmiunality of a variable 
represents the amount of variance in the factor solution explained by that variable 
(Hair et ai, 1998), usually variables with communalities less than 0.40 are deleted for 
reasons of insufficient contribution to explaining the variance. However, in our study, 
there was not a single variable less than 0.40. This may be attributed because of 
forced extraction method adopted wherein only 10 factors were extracted. In the end, 
9 items that did not meet the above criteria were excluded from the analysis. These 9 
items were-
1. We keep track of customers who visit us online 
2. We accept payments electronically from customers 
3. General information about the company and its products is expected by our 
customers 
4. Our customers want us to provide personalized/customized offering 
5. Our organization invests substantially in R&D and knowledge acquisition 
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6. Overall, our customers are more satisfied with our organization because of 
online presence 
7. Our top management regularly discusses customer strengths and weaknesses 
8. Our customers encourage other people to do business with us 
9. Our customers may consider us as backward it we do not implement e-
business initiatives 
Thus, through forced extraction method, the researcher in this study extracted 10 
factors. The extracted factors accounted for 62.187% of the total variance explained. 
All the factors had eigen value > 1 which were processed through varimax rotation of 
principal component. After the extraction of factors, the next step was to interpret the 
names of the 10 extracted factors. Some of the names assigned to extracted factors 
have been coined by the researcher while the others could be traced to the ones used 
in previous studies (Deshpande, Farley & Webster, 1993; Kierzkowski, 1996; 
Harrington & Reed, 1996; Poon & Jevons, 1997; Bell and Tang, 1998; Kiani, 1998; 
Han, Kim & Srivastava, 1998; Barua, Konana & Whinston, 2001; Rangan & Adner, 
2001; Kwak, 2001; Sharma, Gupta & Manhas, 2002; Balasubramanian, Konkana & 
Menon, 2003; Venkatesh & Balachandran, 2003; Wu, Mahajan & Balasubramanian, 
2003). 
5.3.4. Cattell's Scree Plot 
This determines the number of factors to extract in the final solution. This is a plot of 
eigen values associated with each of the factors extracted, against each other. 
At the point that the plot begins to level off as shown in Figure 5.2. the additional 
factors explain less variance than a single variance. 
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Figure 5.2.: Scree Plot 
Scree Plot 
1 4 7 10 13 16 19 22 25 28 31 34 37 40 43 46 49 52 
Component Number 
The Scree plot suggests that there are only 10 factors, which were extracted, as also 
proved by the eigen values which is only more than one for the 10 extracted factors. 
5.3.5. Reliability Analysis: After conducting exploratory factor analysis, consistency 
was estimated using a reliability coefficient called Cronbach's Alpha and Guttman's 
SpUt Half coefficient. 
The Cronbach alpha value for all the 48 items is shown in the Table 5.2 below: 
Table 5.2: Reliability Statistics 
Cronbach Aplha Part 1 
Part 2 
Guttman Split Half Coefficient 
.879 
.912 
.838 
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Cronbach's alpha values were computed to test the internal consistency aspect of 
reliability of the multi-item scales measuring the 48 items. It is known that if a scale 
used to measure a construct has an alpha value greater than 0.70, the scale is 
considered reliable in measuring the construct (Hair, Anderson, Tatham & Black, 
1998; Nunally, 1978; Leedy, 1997). Also, the value of Guttman's split half test as 
.838 was also seen to be closer towards one, hence these indicated good reliabihty. As 
per the observations of Schuessler (1971) too, according to whom a scale is 
considered to have good reliability if it has an alpha value greater than 0.60 the 
reliability measures were satisfactory. 
A summary table (Table 5.3.) has been compiled depicting the 10 factors alongwith 
their respective items, eigen values, factor loadings and percentage of variance 
explained. 
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Table 5.3; Factor Analysis Results 
Factor 
Constructs 
Marketing 
Orientation 
{Factor 1) 
1 ^ Top 
Management 
Orientation 
(Factor 2) 
Item 
Increased market share 
Increased sales volume 
Changes in product pricing 
Increase in acquiring new 
customers 
More loyal customers 
Strengthen relationships with 
partners and people 
Send regular updates 
Qucik in responding to new 
technologies 
Frequent information 
exchange between dept. & 
people 
Adapt internet related 
marketing trends 
Sensitive to competitors 
initiative 
Increase online interaction to 
meet customers future needs 
Provide resource to 
implement e-marketing 
practices 
Keep track of latest 
technology 
Keep track of e-business 
practices 
Increase in contribution of 
sales through web marketing 
Eigen 
Value 
5.396 
4.466 
Factor 
Loading 
0.770 
0.762 
0.642 
0.608 
0.561 
0.560 
0.546 
0.467 
0.466 
0.801 
0.741 
0.716 
0,690 
0.651 
0.587 
0.405 
Variance 
Explained J (%) J 
9.993 
8.270 
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Factor 
Constructs 
Financial 
orientation 
{Factor 3) 
Orientation 
Towards 
Cyber Issues 
(Factor 4) 
Orientation 
Towards 
Online 
Transactions 
(Factor 5) 
Orientation 
Towards 
Suppliers 
(Factor 6) 
Item 
Reduced cost of production 
transaction 
Reduced cost of general 
management activities 
Reduced cost of coordinating 
with stakeholders 
Reduced cost of marketing 
Increase in customers 
Increase in customer retention 
Use of online marketplaces 
Reduced cost of acquiring 
new customers 
Concerns over security & 
measures 
Adhere strictly to applicable 
cyber laws 
Implement e-business 
practices 
Accept online orders and 
payments 
Customers track electronically 
about orders 
Is seen as technology 
deficient if not implemented 
e-business practices 
Suppliers directly link with 
database 
Track orders electronically 
Online searching and locating 
potential suppliers 
Eigen 
Value 
3.765 
3.136 
3.003 
2.980 
Factor 
Loading 
0.767 
0.649 
0.559 
0.557 
0.549 
0.534 
0.506 
0.449 
0.682 
0.596 
0.559 
0.794 
0.633 
0.444 
0.772 
0.661 
0.617 
Variance 
Explained 
(%) 
6.972 
5.808 
5.560 
5.519 
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: 
Factor 
Constructs 
Orientation 
Towards 
Competitors 
{Factor 7) 
E-Business 
Orientation 
{Factor 8) 
Orientation 
Towards 
Company 
Responsiveness 
(Factor 9) 
• 
Customer 
Orientation 
(Factor 10) 
: ; 
Item 
Bid online 
Adopt innovative technology 
Exchange of information & 
views about competitors 
-Analyse and respond to 
competitors' actions 
Adopt wide range e-business 
practices 
Respond rapidly to 
competitor's actions 
Customers demand strong e-
business relationships 
Have already adopted e-
business practices 
Relationships suffer, if e-
business practices not 
implemented 
Invest substantially in 
advanced business and 
technology training 
Rapidly respond to 
information asked by 
customers 
Provide real time solution 
Customer wants regular 
updates 
Customer wants to search and 
locate information 
Firms must respond to new 
tech. readily 
Eigen 
Value 
3.765 
2.699 
2.650 
2.535 
Factor 
Loading 
0.564 
0.667 
0.587 
0.514 
0.486 
0.436 
0.707 
0.663 
0.446 
0.678 
0.670 
0.461 
0.674 
0.667 
0.599 
Variance 
Explained 
(%) 
5.463 
4.999 
4.908 
4.695 
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5.3.6. INTERPRETATION OF FACTOR ANALYSIS RESULTS 
The interpretations of the factor analysis results for the various dimensions 
related to web marketing are given below: 
Factor 1: Marketing Orientation 
Factor 1, identified as Marketing Orientation, included items like increased 
market share, increased sales volume, changes in product pricing, increase in 
acquiring new customers, customers are more loyal than ever before, 
strengthen relationships with partners and suppliers, send regular updates to 
suppliers, be quick in responding to new technology and frequent information 
exchange between departments and people. Thus, in all. Factor 1 had 9 items, 
which accounted for 9.993% of the variance. 
Previous researchers have talked about integrating the marketing function with 
their web related marketing efforts. To some extent the debate still continues 
whether to segregate the web marketing group with the core-marketing group 
(Kierzkowski, 1996). The purpose of marketing is seen to create long-term 
interaction and relational bonds of attraction, trust and commitment (Sharma, 
Gupta & Manhas, 2002). Thus, validating that customers do become more 
loyal, this bonding does help in strengthening relationships with partners and 
people, and frequent information sharing between departments and people. 
Once the bonding, trust and commitment is strong, revenues would follow, 
sales volume would increase and it would be easy to acquire new customers. 
An organization is seen to deliver superior customer value through continuous 
information gathering and coordinating customer needs and working towards 
it (Slater & Narver, 1994a). 
Marketers can provide higher service and lower cost by delivering up-dated 
product-and non-product related information (Kiani, 1997), thereby 
encouraging to send regular updates and to be quick in responding to new 
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technology which would enable them to provide higher service and lower cost. 
According to Blattberg & Deighton (1991), the web provides the opportunity 
for marketing to create individual relationships, managing markets of one, and 
addressing each in terms of its stage of development. In essence it represents 
the opportunity to customize, and tailor either the product or the marketing 
effort to one consumer at a time. 
Some researchers (Poon & Swatman, 1995; Berthon et al, 1996; Hamill, 
1996), have identified the need for a paradigm shift to pursue international 
marketing on the Internet. Also, the Internet is seen to have opened the 
opportunity for direct marketing (Berthon et al, 1996). 
Factor 2: Top Management Orientation 
Factor 2, identified as Top Management Orientation, includes items like 
adapting to internet related marketing trends as a strategic decision, sensitive 
to competitors orientation, increase online interaction to meet customers' 
future needs, provide resource to implement e-marketing practices, keep track 
of latest developments in internet technology and e-business practices and 
increase in contribution of sales through web marketing. Top Management 
plays a critical role in adopting a web marketing strategy and their 
involvement/increased participation explicitly displays its impact on other 
factors. Thus, Factor 2 had 7 items, which accounted for 8.270% of the 
variance. 
It is known that top management decisions significantly influences the 
adoption decisions (Damanpour, 1991; Dewar & Dutton, 1986). Web 
marketing today forms a core component of the strategic planning (Wu, 
Mahajan & Balasubramanian, 2003). Hence, decisions to adopt latest Internet 
related marketing trends, provide resources to implement e-marketing 
practices, increase online interaction to meet customers future needs are part 
99 
of the decisions that are strategic in nature and supposed to be taken by top 
management. Thus, it is the top management needs to ensure that it keeps 
track of the latest technology; e-business practices and thereby implement 
them which may finally improve upon their contribution in sales through web-
marketing. 
Factor 3: Financial Orientation 
Factor 3, identified as Financial Orientation, includes items viz. reduced cost 
of production and transaction, reduced cost of general management activities, 
reduced cost of coordinating with stakeholders, reduced cost of marketing, 
reduced cost of acquiring new customers, increase in retention of customers 
and use of online market places to source supplies. The adoption of web 
marketing has a direct bearing on reduced costs on many functions. 
Researchers have found that powerful customers do tend to influence the 
business. Thus, in all, Factor 3 had 8 items, which accounted for 6.972% of 
the variance. 
In their search for convenience and lower transaction costs, they pressurize 
businesses to implement strategies whereby they adopt to the new 
technologies and thereby reduce their costs (Wu, Mahajan & 
Balasubramanian, 2003). According to Kiani (1998), the web is a faster, less 
expensive, highly immediate communication, round the clock and global, thus 
stressing the low cost attached to it in the long run. Kwak (2001) has stated 
that the Internet's impact on pricing has been less dramatic-especially online 
than some may have feared. However, the Internet has helped drive significant 
price declines in life insurance and cars, both markets in which buyers use the 
Internet to gather information but typically make purchase offline. Thus, it is 
apparent, that since the web-based marketing is a direct marketing tool 
(Berthon et al, 1996), and that there are cost savings in terms of 
marketing with customers opting for increased use of online market 
places. With the involvement of top management in the strategic 
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planning and purchase of latest technical and e-business tools (Wu, Mahajan 
& Balasubramanian, 2003), the impact and the result is reduced cost of 
transaction, general management activities, coordinating with stakeholders and 
acquiring new customers. 
With the adoption of the Internet technology and consequently web-marketing, 
companies may communicate better with their partners, saving procurement 
and labor costs and reducing the time for processing (Hoy & Margolin, 1996; 
Lundstorm, 1997; US Department of Commerce, 1998 a). By improving 
communication, e-commerce technologies enable businesses to reduce 
inventory they keep in stock and manage it better, which in turn lowers 
operating costs. By reducing the time it takes for companies to transmit, 
receive and process routine business communications, such as purchase 
orders, invoices and shipping notifications, e-conmierce through the Internet 
reduces the length of the production cycles (Shetty, 1999). 
Factor 4: Orientation Towards Cyber Issues 
Factor 4, identified as Orientation Towards Cyber Issues, included items such 
as concerns over security issues and measures, adhere strictly to applicable 
cyber laws and implement e-business practices. Sensitiveness towards cyber 
laws is critical for implementing web-based marketing. Thus, in all. Factor 4 
had 3 items, which accounted for 5.808% of the variance. 
Developing trust and confidence between the organization and the potential 
customer, is a critical issue. The need to guarantee protection for customers 
from being cheated through online sales is important (Poon & Jevons, 1997). 
According to an article published in the Economic Times, India is slated to 
join the top 10 countries in terms of incidence of cyber crime. This, no doubt 
highUghts the increasing of security and trust in the context of web-based 
marketing by the Indian companies. 
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Creating a privacy policy and security is an aspect of trust, seen as a vital 
dimension to web marketing. Komer and Zimmermann (2000) as well as 
Aaker (1996), mentioned that confidence in the business partner is crucial. 
Secure handling of business transactions are seen to be critical for business 
today (Bartmann & Kreuzer, 1996). 
Factor 5: Orientation Towards Online Transactions 
Factor 5, identified as Orientation Towards Online Transactions, included 
items wherein one accepts online orders and payments, whereby customers 
can electronically track their orders. Customers today want to be well 
informed even to the extent of finding out the existing status quo of their 
order. Thus, in all, Factor 5 had 3 items, which accounted for 5.560% of the 
variance. 
hi the Indian IT Act (2000), the importance of online transactions and e-
procurement have been stressed and acknowledged. Researchers have opined 
that powerful customers in search of convenience and lower transaction costs 
will pressurize business to implement online order taking (Wu, Mahajan & 
Balasubramanian, 2003). The customers also want to know the status of their 
order, online, track at every possible step. 
Factor 6: Orientation Towards Suppliers 
Factor 6, identified as Orientation Towards Suppliers, included items like 
linking suppliers directly with database, tracking orders electronically, online 
searching and locating of potential suppliers and online bidding. Online 
interaction with the suppliers is today seen as a strategic decision towards 
backward integration. Thus, in all. Factor 6 had 4 items, which accounted for 
5.519% of the variance. 
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In the B2B scenario, there is a lot of emphasis now, on getting rid of the 
supply chain inefficiencies (Ramsdell, 2000). Institutional pressures play a 
role in inducing upstream suppliers and downstream channel members to 
embrace socially accepted norms and behaviour (Grewal & Dharhwadhkar, 
2002; Selznick, 1984). Businesses today in order to conform to these pressures 
are seen to be adopting e-business initiatives in the communication process 
with outside parties and in order taking and procurement processes (Wu, 
Mahajan & Balasubramaian, 2003). 
Factor 7: Orientation Towards Competitors 
Factor 7, identified as Orientation Towards Competitors, included items like 
exchange of information and views about competitors, analyse and respond to 
competitors actions, adopt innovative technologies as strategy, adopt to a wide 
range of e-business practices and give information to customers as per their 
requirements. Understanding the competitors strengths and weaknesses would 
give competitive advantage to any organization. Thus, in all. Factor 7 had 5 
items, which accounted for 5.463% of the variance. 
Competitor oriented businesses seek to identify their own strengths and 
weaknesses. (Han et al, 1998). Such attention to competitive factors will 
provide a business with a proactive disposition towards shaping the 
competitive environment and its own strategy (Day & Wesley, 1988). Thus, 
the degree of e-business adoption, would have a direct bearing on the 
competitors stance. Today, organization that are aware of what their 
competitors do, are well equipped to handle this. 
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Factor 8: Orientation Towards E-Business 
Factor 8, identified as Orientation Towards E-Business, included items like 
having already adopted e-business practices, customers demand strong e-
business relationships, relationships would suffer if e-business practices are 
not implemented. Implementing new e-business strategies is seen as 
competitive edge over ones' competitors. Thus, in all, Factor 8 had 3 items, 
which accounted for 4.999% of the variance. 
E-business is seen to target at building and managing relationships with key 
constituents like customers, suppliers, employees and partners). It is the 
companies abiUty to respond to new technologies in the context of e-business 
adoption (Lilien & Rangaswamy, 2002) that is critical for businesses to gain 
competitive advantage over others. Customers today are demanding e-business 
adoption, develop strong e-business relations. 
Factor 9: Orientation Towards Company Responsiveness 
Factor 9, identified as Orientation Towards Company Responsiveness, 
includes items Uke rapidly responding to competitors actions, providing real 
time solutions and investing substantially in advanced business and 
technology training. The alacrity with which a company responds to its 
customers is critical in deciding its future. Thus, in all, Factor 9 had 3 items, 
which accounted for 4.908% of the variance. 
Alacrity, the ability to respond quickly to customer needs would form the core 
for company responsiveness. Providing for real time solutions is the demand 
of customers. Promptness in responding and delighting the customer is the key 
for success (Patricia, 2000). Electronic retailers must respond to customer 
queries quickly and accurately (Bhise, 2000). 
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Factor 10: Orientation Towards Customer 
Factor 10, identified as Orientation Towards Customer, includes items like 
customers want to locate and send information, want regular updates and that 
firms that do not readily adopt to new technology will be left behind 
competitors. 'Customer is the King, this old adage still holds good. How well 
an organization communicates to its customers would have a bearing on its 
customer loyalty in the long run. Thus, in all Factor 10 had 3 items, which 
accounted for 4.695% of the variance. 
Anticipating customer needs, responding to them, adopting the latest 
technology proactively are some of the key elements of customer orientation 
(Wu, Mahajan & Balasubramanian, 2003) Berthon et al. (1996) and Geissler 
(2001) have suggested that gathering and responding to customer feedback are 
critical communication activities. It can be said that acquiring and retaining 
customers online would mean to provide complete satisfaction from initial 
promise to delivery at the door (Bhise et al, 2000). 
While studying the mean values during factor analysis, it was found that the mean 
value of 4 and above was noticed in the items related to cyber issues, customer 
orientation and orientation towards competitors with means values being to 4.10, 4.14 
and 4.06 respectively. 
5.3.7. Method Adopted for Norm Based Scoring: Norm-based tests/scoring allows 
one to compare performance with standardised norm groups. 
Herein, initially the Z scores were obtained. (Z score provides relative location of 
each score on the distribution of our data). Z scores were obtained to identify the 
location of each score on the distribution of our data. 
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The formula used for calculation was: 
Z=(X-M) 
SD 
where, 
X= score 
M=mean 
SD= Standard Deviation 
T scores were obtained to provide homogeneity to the distribution in such a way that 
measures of central tendency and variance becomes identical with the objective of 
developing relevant norms (Ware, 1998), T-scores were calculated using the 
following formula 
T-Score= (Z score* 10) +50 
The values of the T-scores were then used to categorise the 10 factors percentile wise 
as given in Table 5.4. These were then summarized into a Table of Norms (please 
refer to Table 5.5), after which the Table of Performance for companies were 
calculated (please refer to Table 5.6). 
Table 5.4 depicts the maximum and minimum values of the T-scores for each of the 
10 factors. It also shows the 25*, 50* and, 75* percentile values for the factors under 
study. Table 5.5 is the table for norms which have later been employed to illustrate 
the performance of the companies in terms of the 10 factors and ranks them as faring 
poor, satisfactory, good or excellent. 
While Table 5.6 depicts the sector-wise—manufacturing and services—performance 
of all the 228 companies included in the study in terms of the ten factors. 
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Table 5.5 : Table of Norms 
s. 
NO. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10 
FACTORS 
Marketing 
Orientation 
Top 
Management 
Orientation 
Financial 
Orientation 
Orientation 
towards Cyber 
Issues 
Orientation 
towards Online 
Transaction 
Orientation 
Towards 
Suppliers 
Orientation 
Towards 
Competitors 
E-Business 
Orientation 
Company 
Responsiveness 
Orientation 
Customer 
Orientation 
POOR 
0-25 
(Percentile) 
MIN 
9.00 
15 
24 
8 
30 
24 
19 
18 
21 
11 
MAX 
47 
45 
44 
46 
44 
44 
44 
45 
44 
44 
SAT 
25-50 
(Percentile) 
MIN 
47.1 
45.1 
45.1 
46.1 
44.1 
44.1 
44.1 
45.1 
44.1 
44.1 
MAX 
50 
50 
50 
51 
50 
50 
50 
50 
50 
51 
GOOD 
50-75 
(Percentile) 
MIN 
50.1 
50.1 
50.1 
51.1 
50.1 
50.1 
50.1 
50.1 
50.1 
51.1 
MAX 
56.0 
56.0 
54 
59 
60 
58 
56 
57 
55 
59 
EXCELLENT 
75-100 
(Percentile) 
MIN 
56.1 
56.1 
55.1 
59.1 
60.1 
58.1 
56.1 
57.1 
55.1 
59.1 
MAX 
100 
100 
100 
100 
100 
100 
100 
100 
100 
100 
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Table 5.6: Companies Performance Table on the Basis of Norms 
S.No 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
Performance 
of Companies 
on Factors 
Considered 
Marketing 
Orientation 
Top 
Management 
Orientation 
Financial 
Orientation 
Orientation 
towards cyber 
issues 
Orientation 
towards online 
transaction 
Orientation 
Towards 
Suppliers 
Orientation 
Towards 
Competitors 
Orientation 
Towards e-
Business 
Orientation 
Towards 
Company 
Responsiveness 
Customer 
Orientation 
Manufac-
turing 
& 
Services 
sector 
Mfg 
Services 
^ f g 
Services 
Mfg 
Services 
^Mfg 
Services 
Mfg 
Services 
Mfg 
Services 
Mfg 
Services 
Mfg 
^ Poor " • 
(% of the 
total 
^Companies) 
36 (28.5%) 
22(21.5%) 
42 (33.3%) 
18 (17.6%) 
40(31.7%) 
30 (29.4%) 
52(41.2%) 
28 (27.4%) 
40(31.7%) 
20(19.6%) 
38(30.1%) 
28 (27.4%) 
40(31.5%) 
30 (29.4%) 
50(39.6%) 
Satisfactory 
(% oftlie 
total 
Companies) 
30 (23.8%) 
22(21.5%) 
30 (23.8%) 
16(l5.687f) 
44 (34.9%) 
20(19.6%) 
44 (34.9%) 
26 (25.4%) 
56 (44.4%) 
24 (23.5%) 
38(30.1%) 
26 (25.4%) 
36 (28.5%) 
32(31.3%) 
36 (28.5%) 
Services ^ 0 ( 9 . 8 % j | 22(21.5%) 
Mfg 
Services 
^ f g 
Services 
44 (34.92%) 
30 (29.4%) 
44 (34.9%) 
26 (25.4%) 
28 (22.2%) 
14(13.7%) 
48 (38.0%) 
38 (37.2%) 
Good 
(% of the 
total 
Companies) 
42 (33.3%) 
20(19.6%) 
22 (17.4%) 
28(27.4%) 
24(19.0%) 
18(17.6%) 
18 (14.2%) 
16(15.6%) 
24 (19.0%) 
38 (37.3%) 
18 (14.2%) 
20(19.6%) 
22 (17.4%) 
20(19.6%) 
20(15.8%) 
22(21.5%) 
28 (22.2%) 
26 (25.4%) 
22 (17.4%) 
14(13.7%) 
• Excellent 
(% of the total 
Companies) 
18 (14.2%) 
38 (37.2%) 
32 (25.3%) 
40 (39.2%) 
18(14.2%) 
34(33.3%) 
12 (9.5%) 
32(31.3%) 
6 (4.76%) 
20(19.6%) 
32 (25.3%) 
28 (27.4%) 
28 (22.2%) 
20(19.6%) 
20(15.8%) 
I 48 (47.0%) 
26 (20.6%) 
' 32(31.3%) 
12(9.5%) 
24 (23.5%) 
-
5.3.8. INTERPRETATIONS FROM THE PERFORMANCE TABLE 
Factor 1: Marketing Orientation 
On Marketing Orientation, it was observed that 33.3% (highest percentage in this 
sector) of the manufacturing companies seem to be performing good in this factor. 
While in the service sector, 37.2% (highest percentage in this sector) companies are 
performing excellent as against 14.2% in the manufacturing sector. Hence, it can be 
construed that the marketing orientation of service sector is excellent while the highest 
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percentage existing for manufacturing sector classifies it into the good category. Thus, 
the manufacturing sector need to move from good to excellent like the service sector 
in terms of their marketing orientation. 
Factor 2: Orientation Towards Top Management 
For Factor 2 on Top Management Orientation, it was observed that the 33.3% (highest 
percentage in this sector) of the manufacturing companies seem to be performing poor 
in this factor. While in the service sector, 39.2% (highest percentage in this sector) 
companies are performing excellent as against 25.3% in the manufacturing sector. 
Hence, it can be construed that the top management emphasis of service sector is 
excellent while the manufacturing sector are performing poorly in terms of the 
involvement and emphasis laid down by their top management on web based 
marketing. Thus, it can be concluded that the top management of the service sector 
laid emphasis to the web based marketing concept and work towards it. 
Factor 3: Financial Orientation 
For Factor 3 on Financial Orientation, it was observed that 34.3% (highest percentage 
in this sector) of the manufacturing companies seem to be performing satisfactorily in 
this factor. While in the service sector, 33.3% (highest percentage in this sector) 
companies are performing excellent as against 14.2% in the manufacturing sector. 
Hence, it can be construed that tht financial orientation of service sector is excellent 
while the manufacturing sector are performing satisfactorily in terms of their financial 
orientation. Thus, it can be concluded that the service sector have benefited by their 
web based marketing and have reduced their costs of production, transactions, general 
management activities, cost of coordinating with stakeholders, cost of acquiring new 
customers and thereby increased their customer retention. 
Factor 4: Orientation Towards Cyber Issues 
For Factor 4 on Orientation Towards Cyber Issues, it was observed that 41.2% 
(highest percentage in this sector) of the manufacturing companies seem to be 
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performing poorly in this factor. While in the service sector, 31.3% (highest 
percentage in this sector) companies are performing excellent as against 9.5% in the 
manufacturing sector. Hence, it can be constmed that the service sector can be said to 
be performing excellent when it comes to their sensitivity towards cyber issues while 
the manufacturing sector are performing poorly. Thus, it can be concluded that the 
service sector are conscious of the cyber issues and they participate actively in 
adhering to the applicable cyber laws, e-business practices and security measures. 
Factor 5: Orientation Towards Online Transactions 
For Factor 5 on Orientation Towards Online Transactions, it was observed that 44.47o 
(highest percentage in this sector) of the manufacturing companies seem to be 
performing satisfactorily in this factor. While in the service sector, 37.2% (highest 
percentage in this sector) companies are performing good as against 19.0% in the 
manufacturing sector. Hence, it can be construed that the service sector can be said to 
be performing good when it comes to allowing onhne transactions while the 
manufacturing sector are performing satisfactorily. Thus, it can be concluded that the 
service sector are more savvy in terms of accepting online orders and payments, also 
allowing their customers to track their orders electronically. 
Factor 6: Orientation Towards Suppliers 
For Factor 6 on Orientation Towards Suppliers, it was observed that 30.1% (highest 
percentage in this sector) of the manufacturing companies seem to be performing 
poorly as well as satisfactorily in this factor, since they bear the same percentage on 
performance. While in the service sector, 27.4% (highest percentage in this sector) 
companies are performing excellent as well as poorly at the same time. Hence, it can 
be construed that the service sector can be said to be performing excellent and the 
same percentage of companies are performing poorly as well when it comes to their 
suppliers' orientation. Thus, it can be construed that the service sector are more likely 
to link their database with suppliers, allow online searching and locating potential 
suppliers, to track orders online and to allow online bidding. 
I l l 
Factor 7: Orientation Towards Competitors 
For Factor 7 on Orientation Towards Competitors it was observed that 31.7% (highest 
percentage in this sector) of the manufacturing companies seem to be performing 
poorly while 31.3% of the service sector companies is performing satisfactorily in this 
factor. Hence, it can be construed that the service sector can be said to be performing 
satisfactorily when it comes to their orientation towards competitors. Thus, it can be 
inferred that the service sector are more inclined to discuss information and views 
about their competitors, analyse and respond to competitors actions, carve a 
competitive advantage by adopting to new technologies, e-business practices as 
against the manufacturing sector. 
Factor 8: Orientation Towards E-business 
For Factor 8 concerning Orientation Towards E-Business, it was observed that 39.6% 
(highest percentage in this sector) of the manufacturing companies seem to be 
performing poorly while 47.0% of the service sector companies is performing 
excellent in this factor. Hence, it can be construed that the service sector can be said to 
be performing excellent in terms of their e-business initiatives. Thus, it can be stated 
that the service sector are more e-savvy. They are consciously making attempts to 
adopt to the e-business strategies to stay -ahead of their competitors. Since their 
customers demand strong e-business relationships with them, they are aptly providing 
the same. 
Factor 9: Orientation Towards Company Responsiveness 
For Factor 9 on Orientation Towards Company Responsiveness, it was observed that 
34.9% (highest percentage in this sector) of the manufacturing companies seem to be 
performing poorly while 31.3% of the service sector companies is performing 
excellent in this factor. Hence, it can be construed that the service sector are 
performing better than the manufacturing sector and the manufacturing sector needs 
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to improve on its responsiveness to its stakeholders. They must focus on providing 
real time feedback as desired by their customers, respond rapidly since speed today is 
seen as a critical success factor. They must also implement and invest substantially on 
advanced business and technical training to gear themselves for faster and quick 
response time. 
Factor 10: Customer Orientation 
For Factor 10 on Customer Orientation, it was observed that 38.0% (highest 
percentage in this sector) of the manufacturing companies seem to be performing 
satisfactorily while 37.2% of the service sector companies are also performing 
satisfactorily in this factor. Hence, it can be construed that both the sectors are 
performing satisfactorily in their customer orientation. However, in the long term they 
would have to upscale their efforts and customer orientation so that they can provide 
regular updates to their customers and stay ahead of their competitors. 
5.3.9. f-test Statistics & Interpretation: Independent sample f-test was used for the 
purpose of comparing the performance of companies belonging to the manufacturing 
and service sectors. 
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5.3.10. Analysis & Interpretation of T- test Results 
A t-test was used to determine as to whether there were significant differences 
between the two types of companies in terms of the ten factors related to web 
marketing. The results are presented in Table 5.7. 
In order to proceed with the analyses, the following null hypotheses were considered: 
Hoh' There is no significant difference between the two types of companies in terms 
of their Marketing Orientation. 
On the basis of t-test results presented in Table 5.7 it is clear that the null hypothesis 
stands rejected. 
While investigating the Marketing Orientation between the two sectors, it was found 
that the means of both the sector were not equal with the mean of service sector being 
on the higher side (i.e. 38.36) as against the mean of manufacturing sector being 
35.74. Thus, indicating that the manufacturing sector is lagging behind the service 
sector. 
H02: There is no significant difference between the two types of companies in terms 
of its Top Management Orientation. 
On the basis of t-test results presented in Table 5.7 it is clear that the null hypothesis 
stands rejected. 
While investigating the Top Management Orientation between the two sectors, it was 
found that the means of both the sector were not equal with the mean of service sector 
being higher (i.e. 25.64) as against the mean of manufacturing sector being 23.07. 
Thus, indicating that the manufacturing sector is yet to reach the level of the service 
sector. 
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Ho3'- There is no significant difference between the two types of companies in terms 
of Financial Orientation 
On the basis of t-test results presented in Table 5.7 it is clear that the null hypothesis 
stands rejected. 
While investigating the Financial Orientation between the two sectors, it was found 
that the means of both the sector were not equal with the mean of service sector being 
higher i.e. 21.36 as against the mean of manufacturing sector being 19.40. Thus, 
indicating that the manufacturing sector is not as strong as the service sector on this 
orientation. 
Ho4' There is no significant difference between the two types of companies in terms 
of Orientation Towards Cyber Issues 
On the basis of t-test results presented in Table 5.7 it is clear that the null hypothesis 
stands rejected. 
While investigating the Orientation Towards Cyber Issues between the two sectors, it 
was found that the means of both the sector were not equal with the mean of service 
sector being higher i.e. 12.41 as against the mean of manufacturing sector being 
11.36. Thus, indicating that the manufacturing sector is not sensitive to cyber issues 
like the service sector. 
Ho5'- There is no significant difference between the two types of companies in terms 
of its Orientation Towards OnUne Transactions 
On the basis of t-test results presented in Table 5.7 it is clear that the null hypothesis 
stands rejected. 
While investigating the Orientation Towards Online Transactions between the two 
sectors, it was found that the means of both the sector were not equal with the mean of 
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service sector being higher i.e. 6.74 as against the mean of manufacturing sector being 
5.44. Thus, indicating that the service sector is readily adopting onUne transactions as 
against the manufacturing sector. 
Ho6'. There is no significant difference between the two types of companies in terms 
of Orientation Towards Suppliers. 
On the basis of t-test results presented in Table 5.7 it is clear that the null hypothesis 
does not stand rejected. 
While investigating the Orientation Towards Suppliers between the two sectors, it 
was found that the means for Service and manufacturing sector were i.e. 15.31 and 
14.85 respectively. But on the basis of the t-test it is can be inferred that these 
differences in the means were not significant. Thus, indicating that companies 
belonging to both the sectors are on an equal footing vis-a-vis their orientation 
towards suppliers. 
Ho?: There is no significant difference between the two types of companies in terms 
of its Orientation Towards Competitors. 
On the basis of t-test results presented in Table 5.7 it is clear that the null hypothesis 
does not stand rejected. 
While investigating the Orientation Towards Competitors between the two sectors, it 
was found that the means of both the sector were nearly same i.e. 12.00 for 
manufacturing sector and 12.09 for the service sector. The findings from the t-test 
also suggest that there was no significant difference between the manufacturing sector 
as well as the service sector in terms of their orientation towards competitor. Thus, it 
can be said that both pay nearly equal emphasis to orientation towards competitor and 
undertake actions keeping in mind the competitor's strengths and weaknesses 
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Hos'- There is no significant difference between the two types of companies in their 
Orientation Towards E-Business. 
On the basis of t-test results presented in Table 5.7 it is clear that the null hypothesis 
stands rejected. 
While investigating the Orientation Towards E-Business between the two sectors, it 
was found that the means of both the sector were not equal and there exist significant 
differences between the two. While the mean of service sector was 19.16, the mean of 
the manufacturing sector was 16.36. Thus, indicating that the service sector pays more 
emphasis to this factor than the manufacturing sector. 
H09: There is no significant difference between the two types of companies in terms 
of Company Responsiveness. 
On the basis of t-test results presented in Table 5.7 it is clear that the null hypothesis 
does not stand rejected. 
While investigating the Orientation Towards Company Responsiveness between the 
two sectors, it was found that the means of both the sector were nearly same i.e. 11.01 
for manufacturing sector and 11.42 for the service sector. The t-test results also 
indicate that there is no significant difference between the two sectors. Thus, it can be 
surmised that both lay nearly equal emphasis to company responsiveness and are 
prompt in responding to their customers as well as other stakeholders' queries. 
Hoio'. There is no significant difference between the two types of companies in terms 
of Customer Orientation. 
On the basis of t-test results presented in Table 5.7 it is clear that the null hypothesis 
stands rejected. 
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While investigating the Customer Orientation between the two sectors, it was found 
that the means for both the sector were not equal. While the mean of the service sector 
was 12.31, mean of manufacturing sector was 11.67. The t-test results indicate that 
there the differences between the means were not significant. The higher mean for 
service sector indicates that the service sector is more sensitive to their customers' 
needs and wants. 
Overall, it can be concluded that the service sector seems to be performing better 
than the manufacturing sector. 
Thus, the results depict that significant differences in means were observed in some of 
the factors and the null hypothesis is rejected in the case of marketing orientation, top 
management emphasis, financial orientation, cyber issues, online transaction, e-
business initiatives and customer orientation. 
While there were no significant differences were observed in the case of suppliers' 
orientation, competitor's orientation and company responsiveness, hence, leading to 
non rejection of null hypothesis. 
5.3.11. Analysis & Interpretation of Chi-Square Statistics 
Chi-Square ^ statistics was used to test the statistical significance of the observed 
association in cross-tabulations. The null hypothesis. Ho, in each of the cases was that 
there does not exist any association between the variables under investigations. The 
chi-square results are presented in Table 5.8. 
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Table 5.8: Chi-Square x^ Analysis on the Various Dimensions Under Study 
S.No. 
1. 
2. 
3. 
4. 
5. 
Dimensions 
Online 
presence of the 
companies 
^ Yes 
-» No 
Interactivity 
level of online 
presence 
•> Interactive 
^ Somewhat 
interactive 
•* Non-
Interactive 
Static 
Company type 
^ Pure Play 
or Net 
Centric 
Only 
•> Hybrid or 
bricks & 
clicks only 
Use of 
company's 
Website as 
intranet 
^ Yes 
^ No 
Use of 
company's 
Website as 
extranet 
• • Yes 
^ No 
MS 
120 
6 
44 
54 
28 
10 
116 
72 
54 
46 
80 
SS 
98 
4 
48 
32 
22 
28 
74 
46 
56 
24 
78 
Chi-Square 
Df & p value 
X'=.095 
d f = l 
p = .758 
X^=4.04 
d f = 2 
p = 0.133 
X^= 15.45 
d f = l 
p = 0.133 
X'=3.27 
d f = l 
p = .070 
X^=4.46 
d f = l 
p = .035 
Interpretation 
Not 
significant 
Not 
significant 
Not 
Significant 
Not 
significant 
Significant 
Null 
Hypothesis 
Not 
rejected 
Not 
rejected 
Not 
rejected 
Not 
rejected 
Rejected 
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S.No. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
Dimensions 
Use of 
company 's 
Website as 
Internet 
^ Yes 
•> No 
Net visibility 
•¥ Yes 
•» No 
Anytime-
Anywhere 
browsing by 
Customers 
•» Yes 
^ No 
Personalized 
Serviceto 
Customers 
•* Yes 
^ No 
Facilitate 
online 
purchases 
•> Yes 
^ No 
Cut down 
transaction 
time 
•» Yes 
•» No 
Increase 
Customer base 
• • Yes 
•» No 
Enable 
database 
maintenance 
•» Yes 
•* No 
MS 
88 
38 
86 
40 
88 
30 
46 
80 
26 
100 
16 
110 
60 
66 
20 
106 
SS 
94 
8 
78 
24 
76 
18 
54 
48 
30 
72 
32 
70 
46 
56 
34 
68 
Chi-Square 
Df & p value 
X^ = 17.43 
d f = l 
p = 0.00 
x ' = l - 8 8 
d f = l 
p = .l 
X' = 1.17 
d f = l 
p = 0.18 
X ' = 6 . 1 8 
d f = l 
p = .013 
X' = 2.34 
d f = l 
p = .126 
X^ = 11 -82 
d f = l 
p = .001 
X^ = -144 
d f = l 
p = .806 
X^ = 9.50 
d f = l 
p = .002 
Interpretation 
Significant 
Not 
significant 
Not 
significant 
Significant 
Not 
significant 
Significant 
Not 
significant 
Significant 
Null 
Hypothesis 
Rejected 
Not 
rejected 
Not 
rejected 
Rejected 
Not 
rejected 
Rejected 
Not 
rejected 
Not 
rejected 
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S.No. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
2 1 . 
22. 
23. 
Dimensions 
Get real time 
feedback 
^ Yes 
•* No 
Streamlining 
Supply Chain 
•* Yes 
•* No 
Employee use 
only 
•* Yes 
•> No 
B2B 
Operations 
•» Yes 
•» No 
B2C 
Operations 
•^ Yes 
^ No 
C2C 
•> Yes 
•* No 
C2B 
Operations 
^ Yes 
•* No 
Internet 
Explorer 
Browser 
•> Yes 
^ No 
Netscape 
Browser 
•» Yes 
^ No 
Firefox 
Browser 
•* Yes 
^ No 
MS 
44 
82 
12 
114 
20 
106 
66 
58 
82 
42 
2 
122 
12 
112 
112 
6 
44 
74 
18 
100 
SS 
38 
64 
20 
82 
14 
88 
66 
36 
66 
36 
2 
100 
4 
98 
102 
0 
52 
50 
14 
88 
Chi-Square 
Df & p value 
X' = .133 
d f = l 
p = .715 
X' = 4.75 
d f = l 
p = .029 
X' = -205 
d f = l 
p = .651 
X' = 3.036 
d f = l 
p = .081 
X ' = 0 . 5 0 
d f = l 
p = .823 
X^=0 .39 
d f = l 
p = .844 
X^ = 2.818 
d f = l 
p = .093 
X^= 5.332 
d f = l 
p = .021 
X^= 4.170 
d f = l 
p = .041 
X ' = . 1 0 3 
d f = l 
p = .748 
Interpretation 
Not 
Significant 
Significant 
Not 
significant 
Not 
significant 
Not 
significant 
Not 
significant 
Not 
Significant 
Significant 
Significant 
Not 
Significant 
Null 
Hypothesis 
Not 
rejected 
Rejected 
Not 
rejected 
Not 
rejected 
Not 
rejected 
Not 
rejected 
Not 
rejected 
Rejected 
Rejected 
Not 
rejected 
Key: MS: Manufacturing Sector; SS: Service Sector 
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5.3.12. Analysis and Interpretation of Chi-Square x^  Results 
The various null hypotheses considered for chi-square statistics are presented below: 
Hon: There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and its online presence. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
association does not exist between the sector to which the company belongs and the 
dimension online presence. 
Hoi2' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and its interactivity level of online 
presence. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
association does not exist between the sector to which the company belongs and the 
dimension interactivity level of online presence. 
Hoi3: There is no significant association between the sector to which a company 
belongs and its company type i.e. pure play or net centric; hybrid or bricks and 
clicks. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
association does not exist between the sector to which the-company belongs and the 
dimension company type i.e. pure play or net centric; hybrid or bricks and clicks. 
For Dimension 4, 5 & 6 on use of company's website as Intranet, extranet and 
internet, the null hypothesis was: 
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H()i4: There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and the use of companies website as 
intranet, extranet and internet. 
The p values of .133 for Intranet is seen to be greater than .05, hence we do not reject 
the null hypothesis. However, the p value for the dimension on Extranet is .035 that is 
less than .05 and the p value for Internet is 0.000 that is also less than .05. Thereby it 
can be stated that there exists significant association between the sector to which the 
company belongs and the dimension Intranet. However, for both the extranet and 
internet, there exist significant associations. Thus, the null hypothesis is rejected in 
the case of extranet and internet dimension and not rejected in the case of intranet. 
Hois: There is no significant association between the sector to which a company 
belongs and its net visibility. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
association does not exist between the sector to which the company belongs and the 
dimension net visibility. It can be inferred that both are at an equal footing in their 
efforts to be visible on the net. 
Hoi6' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and any time-any where browsing by 
customers. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
association does not exist between the sector to which the company belongs and the 
dimension anytime-anywhere browsing by customers. 
\1A 
Hoi?: There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and personalized service offered to 
customers. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
association does not exist between the sector to which the company belongs and the 
(dimension personalized service offered to customers. 
Hois' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at facilitating online 
purchases. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
association does not exist between the sector to which the company belongs and the 
dimension their attempts at facilitating online purchases. 
Hoi9' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at cutting down on 
transaction time. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis stands rejected. Thereby it can be stated that there exists significant 
association in terms of the sector to which the company belongs and their attempts at 
cutting down on transaction time. 
Ho2o' There is no significant association between the sector to which the company 
belongs and their attempts at increasing their customer base. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
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association does not exist between the sector to which the company belongs and their 
attempts at increasing their customer base. 
H021' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at database 
maintenance. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis stands rejected. Thereby it can be stated that significant differences exist 
between the companies belonging to the manufacturing and service sectors in terms of 
their attempts at database maintenance. 
Ho22' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at getting real time 
feedback. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
association does not exist between the sector to which the company belongs and their 
attempts at getting real time feedback. 
H023' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at streamlining the 
supply chains. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis stands rejected. Thereby it can be stated that significant association exists 
between the sector to which the company belongs and their attempts at streamlining 
the supply chains. 
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Ho24'' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their attempts at web presence 
geared towards employee use only. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
association does not exist between the sector to which the company belongs and their 
attempts at web presence geared towards employee use only. 
Ho25' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their operations in B2B domain. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
association does not exist between the sector to which the company belongs and their 
operations in B2B domain. 
Ho26'- There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their operations in B2C domain. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
association does not exist between the sector to which the company belongs and their 
operations in B2C domain. 
Ho27' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their operations in C2C domain. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
association does not exist between the sector to which the company belongs and their 
operations in C2C domain. 
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Ho2s'- There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and their operations in C2B domain. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
association does not exist between the sector to which the company belongs and their 
operations in C2B domain. 
For dimension 21, 22 and 23 on Internet browser, netscape andfirefox browsers, the 
null hypothesis stated was 
Ho29' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and the deployment of browser type 
Internet Explorer. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis stands rejected. Thereby it can be stated that significant association exists 
between the sector to which the company belongs and deployment of browser type 
Internet Explorer. 
Ho3o' There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and the deployment of browser type 
Netscape. 
On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis stands rejected. Thereby it can be stated that significant association exists 
between the sector to which the company belongs and deployment of browser type 
Netscape. 
Ho3i'- There is no significant association between the sector (manufacturing or 
service sector) to which a company belongs and the deployment of browser type 
Firefox. 
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On the basis of chi-square results presented in Table 5.8 it is clear that the null 
hypothesis does not stand rejected. Thereby it can be stated that significant 
association does not exist between the sector to which the company belongs and the 
deployment of browser type Firefox. 
To summarize, null hypothesis was rejected on the dimensions: of use of company's 
website as extranet and internet, personalized service to customers, cut down 
transaction time, enable database maintenance, streamlining supply chains, and 
deployment of Internet Explorer and Netscape browsers. 
While the null hypotheses were not rejected in case of the following dimensions; 
online presence, interactivity level of online presence, company type (pure or hybrid), 
use of company's website as intranet, net visibility, anytime-anywhere browsing, 
facilitate online purchases, increase customer base, get real time feedback, employee 
use only, B2B operations, B2C operations, C2C operations, C2B operations and 
deployment of Firefox browser. 
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5.3.13. Data Representation and Analysis Using Frequency Tables and Pie-
Charts 
Table 5.9: Sector-wise Break-up of the Sample 
Sector to which company belongs 
Valid Manufacturing 
Services 
Total 
Frequency 
126 
102 
228 
Percent 
55.3 
44.7 
100.0 
Valid 
Percent 
55.3 
44.7 
100.0 
Cumulative 
Percent 
55.3 
100.0 
Figure 5.3: Sector-wise Break-up of the Sample 
Sector to which company belongs 
Manufacturing 
Services 
It is seen that 56.26% of the companies under study belonged to the manufacturing 
sector, while 44.74% of the companies belonged to the service sector. Thus, it may be 
said that the difference in percentage between manufacturing and service sector is 
slightly more than 10%. 
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Table 5.10; Break-up in Terms of Online Presence 
Online presence of the companies 
Valid Yes 
No 
Total 
Frequen 
cy 
218 
10 
228 
Percent 
95.6 
4.4 
100.0 
Valid Percent 
95.6 
4.4 
100.0 
Cumulative Percent 
95.6 
100.0 
Figure 5.4.: Break-up in Terms of Online Presence 
Online presence of the organisation 
Yes 
No 
It is seen that 95.6% of the companies under study had online presence while only 
4.4% of the responded companies did not have an online presence. Thereby, it can be 
stated that majority companies had an online presence. 
131 
Table 5.11: Break-up of Companies in Terms of Interactivity 
Valid 
Reasons for on 
Interactive/dynamic 
website 
Somewhat 
Interactive website 
Non-interactive/static 
Total 
Frequency 
92 
86 
50 
228 
line presence 
Percent 
40.4 
37.7 
21.9 
100.0 
Valid Percent 
40.4 
37.7 
21.9 
100.0 
Cumulative 
Percent 
40.4 
78.1 
100.0 
Figure. 5.5: Break-up of Companies in Terms of Interactivity 
Reasons for online presence 
_ Interactive/dynamic 
website 
_ Somewhat interactive 
web ate 
D Non-interactive/static 
While studying the interactivity levels of the companies online presence, it was found 
that 40.35% of the companies were seen to be having highly interactive/dynamic 
websites, 37.72% of the companies were somewhat interactive and 21.93% of the 
companies had websites that had static or non-interactive websites 
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Table 5.12: Break-up in Terms of Company Type 
Organisation type 
Valid Pure play or net 
centric only 
Hybrid or bricl<s 
& clicks only 
Total 
Frequency 
38 
190 
228 
Percent 
16,7 
83.3 
100.0 
Valid Percent 
16.7 
83.3 
100,0 
Cumulative 
Percent 
16.7 
100.0 
Figure 5.6; Break-up in Terms of Company Type 
Organisation type 
Pure play or net centric 
only 
Hybrid or bricks & clicks 
only 
While studying the company type, it was observed that 83.33% of the companies were 
hybrid or bricks and clicks only and 16.67% of the companies were pure play or net 
centric only. 
133 
Table 5.13: Frequency Table for Use of Companies Website as Intranet 
Use of organization's website as 
Valid No 
Intranet 
Total 
Frequency 
110 
118 
228 
Percent 
48.2 
51.8 
100.0 
Valid Percent 
48.2 
51.8 
100.0 
Cumulative 
Percent 
48.2 
100.0 
Fi2ure 5.7: Pie-Chart for Use of Companies Website as Intranet 
Use of organization's website as 
No 
Intranet 
The use of companies website as an Intranet was seen to be prominent in 51.75% of 
the companies under study. However, it may be noted that 48.25% of the companies 
did not use their website as Intranet 
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Table 5.14: Frequency Table for Use of Companies Website as Extranet 
Use of organization's website as 
Valid No 
Extranet 
Total 
Frequency 
158 
70 
228 
Percent 
69,3 
30.7 
100.0 
Valid Percent 
69.3 
30.7 
100.0 
Cumulative 
Percent 
69.3 
100.0 
Figure 5.8: Pie-Chart for Use of Companies Website as Extranet 
Use of organization's website as 
No 
Extranet 
The pie-chart depicts that 30.7% of the companies use their website are Extranet, 
while 69.3% do not use their website as Extranet. 
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Table 5.15: Frequency Table for Use of Companies Website as Internet 
Use of organization's website as 
Valid No 
Internet 
Total 
Frequency 
46 
182 
228 
Percent 
20.2 
79.8 
100.0 
Valid Percent 
20.2 
79.8 
100.0 
Cumulative 
Percent 
20.2 
100.0 
Figure 5.9: Pie-Chart for Use of Companies Website as Internet 
Use of organization's website as 
No 
Internet 
79.8% of the companies use their website as Internet as depicted in the above 
mentioned chart, while 20.9% of the companies do not use their website as Internet. 
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Table 5.16: Frequency Table for Objective 'Net Visibility' 
Net visibility 
Valid No 
yes 
Total 
Frequency 
64 
164 
228 
Percent 
28.1 
71.9 
100.0 
Valid Percent 
28.1 
71.9 
100.0 
Cumulative 
Percent 
28.1 
100.0 
Figure 5.10: Pie-Chart Depicting the Objective 'Net Visibilitv' 
Net visibility 
No 
yes 
In the dimension of Net Visibility it is observed that 71.9% of the companies have 
'Net Visibility' as their objective of their web presence. Thus, majority of the 
companies had 'Net VisibiHty' as their objective. 
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Table 5.17: Frequency Table for Objective ^Anytime-anywhere browsing by 
customers' 
Anytime-anywhere browsing by customers 
Valid No 
yes 
Total 
Missing System 
Total 
Frequency 
48 
164 
212 
16 
228 
Percent 
21.1 
71.9 
93.0 
7.0 
100.0 
Valid Percent 
22.6 
77.4 
100.0 
Cumulative 
Percent 
22.6 
100.0 
Figure 5.11: Pie-Chart Depicting Objective 'Anytime-anywhere brovising by 
customers' 
Anytime-anywhere browsing by customers 
No 
yes 
Missing 
The data reveals that 77.4% of the companies want their website to provide anytime 
anywhere browsing by customers. 
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Table 5.18; Frequency Table for Objective Tersonaliscd Service to Customers' 
Personalized Service to customers 
Valid No 
yes 
Total 
Frequency 
128 
100 
228 
Percent 
56.1 
43.9 
100.0 
Valid Percent 
56.1 
43.9 
100.0 
Cumulative 
Percent 
56.1 
100.0 
Figure 5.12; Pie-Chart Depicting the Objective 'Personalised Service to 
Customers' 
Personalized services to customers 
No 
yes 
About 44% of the companies had their objective to provide 'PersonaUzed Service to 
their Customers' while 56.19% of the companies were in pursuit of this objective. 
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Table 5.19: Frequency Table for Objective 'Facilitate Online Purchases' 
Facilitate online purchases 
Valid No 
yes 
Total 
Frequency 
172 
56 
228 
Percent 
75.4 
24.6 
100.0 
Valid Percent 
75.4 
24.6 
100.0 
Cumulative 
Percent 
75.4 
100.0 
Figure 5.13: Pic-Chart Depicting the Objective 'Facilitate Online Purchases' 
Facilitate online purchases 
No 
yes 
About 75% of the companies did not aim at facilitating online purchases & also did 
not see this as their objective, while only 24.67% of companies had this as their 
objective. Thus, indicating that companies have to establish the trust and security of 
its customers to attract them to visit their website and make online purchases. 
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Table 5.20: Frequency Table for Objective 'Cut down on Transaction Time' 
Cut down on transaction time 
Valid No 
yes 
Total 
Frequency 
180 
48 
228 
Percent Valid Percent 
78.9 
21.1 
100.0 
78.9 
21.1 
100.0 
Cumulative 
Percent 
78.9 
100.0 
Table 5.14; Pic-Chart Depicting the Objective 'Cut down on Transaction Time* 
Cut down on transaction time 
No 
yes 
About 21% of the companies under study agreed that the objectives of their web 
presence was cutting down on transaction time. About 79% of the companies did not 
see this as their objective. 
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Table 5.21: Frequency Table for Objective 'Increase Customer Base' 
Increase customer base 
Valid No 
Yes 
Total 
Frequency 
122 
106 
228 
Percent 
53.5 
46.5 
100.0 
Valid Percent 
53.5 
46.5 
100.0 
Cumulative 
Percent 
53.5 
100.0 
Figure 5.15: Pie-Chart Depicting the Objective 'Increase Customer Base' 
Increase customer base 
No 
yes 
About 46% of the companies had web presence with the objective of increasing 
customer base while 54% of the companies disagreed. Hence, indicating that there is 
immense scope for these companies to see the potential of the web and to use the web 
to their advantage and thereby, increase their customer base. 
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Table 5.22: Freauencv Table for Objective 'Enable Database Maintenance' 
Enable database maintenance 
Valid No 
yes 
Total 
Frequency 
174 
54 
228 
Percent 
76.3 
23.7 
100.0 
Valid Percent 
76.3 
23.7 
100.0 
Cumulative 
Percent 
76.3 
100.0 
Fieure 5.16: Pie-Chart Deoictine the Obiective 'Enable Database Maintenance' 
Enable database maintenance 
No 
yes 
Enabling database maintenance was the objective for about 24% of the companies 
under study. While majority of companies (76.3%) still do not view this as their 
objective. Thereby, indicating that these companies need to view their web presence 
also from the point of view of enabling their database maintenance. 
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Table 5.23: Frequency Table for Objective 'Get Real Time Feedback' 
Get real-time feedback 
Valid No 
Yes 
Total 
Frequency 
146 
82 
228 
Percent 
64.0 
36.0 
100.0 
Valid Percent 
64.0 
36.0 
100.0 
Cumulative 
Percent 
64.0 
100.0 
Figure 5.17; Pie-Chart Depicting the Objective 'Get Real Time Feedback' 
Get real-time feedback 
1 No 
I yes 
36% of the companies under study had 'getting real-time feedback' as their objective. 
While 64% of the companies still do not see this as their objective. More and more 
companies today are attempting to be seen as providing real time feedback. However, 
this has not been the case for the companies under study. 
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Table 5.24: Frequency Table for Objective 'Streamlining Supply Chain* 
Streamlining supply chain 
Valid No 
yes 
Total 
Frequency 
196 
32 
228 
Percent 
86.0 
14.0 
100.0 
Valid Percent 
86.0 
14.0 
100.0 
Cumulative 
Percent 
86.0 
100.0 
Figure 5.18; Pie-Chart Depicting the Objectiye 'Streamlining Supply Chain' 
Streamlining supply chain 
The objective of streamlining supply chains was accepted by 14% of the 
companies. Interestingly, majority of companies (86%) did not view this as 
their objective. 
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Table 5.25: Frequencv Table for Objective 'Emplovees use only' 
Fig] 
Employee use only 
Valid No 
yes 
Total 
Frequency 
194 
34 
228 
Percent 
85.1 
14.9 
100.0 
Valid Percent 
85.1 
14.9 
100.0 
Cumulative 
Percent 
85.1 
100.0 
jre 5.19; Pie-Chart Depicting the Objective 'Employee use only' 
Employee use only 
No 
yes 
About 15% of the companies, did not view 'for employee use only' as their 
objective. A majority of them (85.9%) still do not view this to be their 
objective. 
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Table 5.26: How many people visit the site? 
How many people visit the site 
Valid 
Missing 
Upto 100 
101 to 500 
501 to 1000 
1001 to 1500 
1501 to 2000 
2001 & above 
Total 
System 
Total 
Frequency 
54 
30 
34 
6 
8 
44 
176 
52 
228 
Percent 
23.7 
13.2 
14.9 
2.6 
3.5 
19.3 
77.2 
22.8 
100.0 
Valid Percent 
30.7 
17.0 
19.3 
3.4 
4.5 
25.0 
100.0 
Cumulative 
Percent 
30.7 
47.7 
67.0 
70.5 
75.0 
100.0 
Figure 5.20: How many people visit the site? 
How many people visit the site 
• Upto 100 
• 101 to 500 
• 501 to 1000 
• 1001 to 1500 
D 1501 to 2000 
• 2001 & above 
• Missing 
About 30% of the companies had quoted that upto 100 people visit their website 
daily, while 17% of the companies quoted that 101 to 500 people visit their website 
daily 19.3% of the companies felt that 501-1000 people visit their website daily. 25% 
of the companies quoted that their website is visited daily by 25% of the people. 
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Table 5.27; Frequency of update 
Frequency of update 
Valid Daily 
Weekly 
Monthly 
Yearly 
Other 
Total 
Missing System 
Total 
Frequency 
42 
50 
52 
24 
28 
196 
32 
228 
Percent 
18.4 
21.9 
22.8 
10.5 
12.3 
86.0 
14.0 
100.0 
Valid Percent 
21.4 
25.5 
26.5 
12.2 
14.3 
100.0 
Cumulative 
Percent 
21.4 
46.9 
73.5 
85.7 
100.0 
Figure 5.21: Frequency of update 
Frequency of update 
• Daily 
• Weekly 
• Monthly 
• Yearly 
D Other 
• Missing 
About 26.5% of the companies under study updated their websites on a monthly basis. 
Close to 25.5% of the companies updated their website on a weekly basis while 
21.4% of the companies updated their website on a daily basis. Interestingly, 12.2% 
updated their website on a yearly basis. 
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Table 5.28: Percentage of Sales Attributed to Web Marketing 
%age of total sales turnover 
Valid 1 
2 
3 
5 
7 
8 
10 
11 
20 
25 
30 
50 
60 
65 
70 
75 
85 
90 
Total 
Missing System 
Total 
Frequency 
4 
10 
2 
6 
2 
2 
20 
2 
2 
2 
4 
2 
2 
2 
2 
6 
8 
2 
80 
148 
228 
Percent 
1.8 
4.4 
.9 
2.6 
.9 
.9 
8.8 
.9 
.9 
.9 
1.8 
.9 
.9 
.9 
.9 
2.6 
3.5 
.9 
35.1 
64.9 
100.0 
Valid Percent 
5.0 
12.5 
2.5 
7.5 
2.5 
2.5 
25.0 
2.5 
2.5 
2.5 
5.0 
2.5 
2.5 
2.5 
2.5 
7.5 
10.0 
2.5 
100.0 
Cumulative 
Percent 
5.0 
17.5 
20,0 
27.5 
30.0 
32.5 
57.5 
60.0 
62.5 
65.0 
70.0 
72.5 
75.0 
77.5 
80.0 
87.5 
97.5 
100.0 
Figure 5.22: Pie-Chart Depicting Total Sales Attributed to Web-marketing 
%age of total sales turnover 
• 1 
• 2 
• 3 
• 5 
D ^  
• 8 
• 10 
• 10 
• 20 
• 25 
• 30 
• 50 
• 60 
n 65 
• 70 
• 75 
• 8S 
• 90 
• Missing 
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The highest percentage of total sales turnover was 90% attributed by only 2.5% of the 
companies and the lowest was 1 % and quoted by only 5% of the respondents. 
Table 5.29; Frequency Table for Companies Operating in B2B Domain 
B2B Operations 
Valid No 
Yes 
Total 
Missing System 
Total 
Frequency 
94 
132 
226 
2 
228 
Percent 
41.2 
57.9 
99.1 
.9 
100.0 
Valid Percent 
41.6 
58.4 
100.0 
Cumulative 
Percent 
41.6 
100.0 
Figure 5.23: Pie Chart Depicting Break-up of Companies Operating in B2B 
Domain 
B2B Operations 
• No 
• Yes 
D Missing 
About 58% of the companies were found to be operating on B2B basis. Thus, a large 
number of companies under study have business-to-business approach. 
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Table 5.30: Frequency Table for Companies Operating in B2C Domain 
B2C Operations 
Valid No 
Yes 
Total 
Missing System 
Total 
Frequency 
78 
148 
226 
2 
228 
Percent 
34.2 
64.9 
99.1 
.9 
100.0 
Valid Percent 
34.5 
65.5 
100.0 
Cumulative 
Percent 
34.5 
100.0 
Figure 5.24: Pie Chart Depicting Break-up of Companies Operating in B2C 
Domain 
B2C Operations 
No 
Yes 
Missing 
About 65% of the companies under study were seen to be operating in B2C domain, 
thus emphasizing the fact that out of companies under study, a significant percentage 
had their operations in B2C domain also. 
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Table 5.31: Frequency Table for Companies Operating in C2C Domain 
C2C Operations 
Valid No 
Yes 
Total 
Missing System 
Total 
Frequency 
222 
4 
226 
2 
228 
Percent 
97.4 
1.8 
99.1 
.9 
100.0 
Valid Percent 
98.2 
1.8 
100.0 
Cumulative 
Percent 
98.2 
100.0 
Figure 5.25: Pie-Chart Depicting Break-up of Companies Operating in C2C 
Domain 
C2C Operations 
No 
Yes 
Missing 
Only about 2% of the companies under study had operations in C2C domain. 
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Table 5.32: Frequency Table for Companies Operating in C2B Domain 
C2B Operations 
Valid No 
Yes 
Total 
Missing System 
Total 
Frequency 
210 
16 
226 
2 
228 
Percent 
92.1 
7.0 
99.1 
.9 
100.0 
Valid Percent 
92.9 
7.1 
100.0 
Cumulative 
Percent 
92.9 
100.0 
Figure 5.26: Pie-Chart Depicting Break-up of Companies Operating in C2B 
Domain 
C2B Operations 
No 
Yes 
Missing 
A mere 7.1% of the companies under study had operations in C2B domain. 
This is a low percentage of organisatins offering C2B operations. Thus, a 
minority of the companies were facilitating C2B operations. 
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Table 5.33: Frequency Table for Companies Deploying Internet Explorer 
Browser 
Internet Explorer Browser 
Valid No 
Yes 
Total 
Missing System 
Total 
Frequency 
6 
214 
220 
8 
228 
Percent 
2.6 
93.9 
96.5 
3.5 
100.0 
Valid Percent 
2.7 
97.3 
100.0 
Cumulative 
Percent 
2.7 
100.0 
Figure 5.27: Pie Chart Depicting Break-up of Companies Deploying Internet 
Explorer Browser 
Internet Explorer Browser 
• No 
• Yes 
D Missing 
Internet Explorer was the preferred choice of 97.3% of the companies under study. 
Thus, this browser was hugely popular among the companies studied. 
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Table 5.34; Frequency Table for Companies Deploying Netscape Browser 
Netscape Browser 
Valid No 
Yes 
Total 
Missing System 
Total 
Frequency 
124 
96 
220 
8 
228 
Percent 
54.4 
42.1 
96.5 
3.5 
100.0 
Valid Percent 
56.4 
43.6 
100.0 
Cumulative 
Percent 
56.4 
100.0 
Figure 5.28: Pie Chart Depicting Break-up of Companies Deploying Netscape 
browser 
Netscape Browser 
No 
Yes 
Missing 
43.6% of the companies under study were also using Netscape as their browser. 
Despite the popularity of the hiternet Explorer, the Netscape is also seen as an 
optional browser by atleast 43.6% of the companies under study. 
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Table 5.35: Frequency Table for Companies Deploying Firefox Browser 
Firefox Browser 
Valid No 
Yes 
Total 
Missing System 
Total 
Frequency 
188 
32 
220 
8 
228 
Percent 
82.5 
14.0 
96.5 
3.5 
100.0 
Valid Percent 
85.5 
14.5 
100.0 
Cumulative 
Percent 
85.5 
100.0 
Figure 5.29: Pie Chart Depicting Break-up of Companies Deploying Firefox 
Browser 
Firefox Browser 
No 
Yes 
Missing 
Only 14.5% of the companies under study indicated having used Firefox browser. 
Thus, the popularity of this browser was rather low. 
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CHAPTER 6 
CONCLUSIONS, RECOMMENDATIONS 
AND 
DIRECTIONS FOR FUTURE RESEARCH 
Conclusions are conclusive so long as they are not challenged 
Henry Fayol 
6.1. Introduction 
This chapter deals with the conclusions and recommendations and also provides 
directions for future research on the basis of insights gained from the present study. 
For the sake of clarity, the chapter has been divided into Section A—deals with the 
conclusions and recommendations and Section B—deals with the directions for future 
research. 
Section A 
6.2. Conclusions 
6.2.1. Identification of Web IVIarlceting Factors 
The data was subjected to Principal Component Analysis (PCA), a method 
categorized under the broad area of Exploratory Factor Analysis (EFA). With PCA, 
the 57 variables were reduced to 48 variables through varimax rotation under broad 
head of 10 web-marketing factors that were extracted through forced extraction 
method. 
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Table 6.1; Web Marketing Factors Identified after Principal Component 
Analysis 
10. 
Factor 1 
Factor 2 
Factor 3 
Factor 4 
Factor 5 
Factor 6 
Factor 7 
Factor 8 
Factor 9 
Factor 10 
Marketing Orientation 
Top Management Orientation 
Financial Orientation 
Orientation Towards Cyber Issues 
Orientation Towards Online Transactions 
Orientation Towards Suppliers 
Orientation Towards Competitor 
Orientation Towards E-Business 
Orientation Towards Company 
Responsiveness 
Customer Orientation 
6.2.2. Sector-wise Performance of Companies 
After the factor analysis, the performance of the companies under investigation, 
belonging to the two sectors i.e. manufacturing and services sector, was categorized 
as poor, good, satisfactory and excellent on the basis of norms developed. Further, 
since the categories good and satisfactory fall roughly in between the two ends of the 
performance continuum (poor-excellent) therefore they were collapsed into a single 
category and given the name mediocre. Table 6.2 shows the sector-wise performance 
of the companies on the ten web marketing factors. 
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Table 6.2: Performance of Companies on Web Marketing Factors 
S.No 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Factors 
Marketing 
Orientation 
Orientation of 
Top 
Management 
Financial 
Orientation 
Orientation 
towards cyber 
issues 
Orientation 
Towards Online 
Transaction 
Orientation 
Towards 
Suppliers 
Orientation 
Towards 
Competitor 
Orientation 
Towards e-
Business 
Company 
Responsiveness 
Customer 
Orientation 
Sector 
Mfg 
Services 
Mfg 
Services 
Mfg 
Services 
Mfg 
Poor 
28.5 
21.5 
33.3 
,7.6 j 
31.7 
29.4 
41.2 
Services K 27.4 
Mfg 
Services 
Mfg 
Services 
|Mfg 
Services 
Mfg 
Services 
^ f g 
Services 
Mfg 
Services 
31.7 
19.6 
30.1 
27.4 
31.5 
29.4 
39.6 
9.8 
34.92 
29.4 
34.9 
_ 25.4 , 
Mediocre 
(%) 
57.3 
41.3 
41.2 
43.08 
53.9 
37.2 
49.1 
41 
63 
60.8 
44.3 
45 
45.9 
50.9 
44.3 
43 
44 
39.1 
55.4 
50.9 
Excellent 
(%) 
14.2 
37.2 
25.3 
39.2 
14.2 
33.3 
9.5 
31.3 
4.76 
19.6 
25.3 
27.4 
22.2 
19.6 
15.8 
47.0 
20.6 
31.3 
9.5 
23.5 
Note: Percentages are sector-wise 
Marketing Orientation 
Manufacturing Sector 
From the above table it is clear that the performance of about 29% of the companies 
belonging to the manufacturing sector was poor, while that of 57% was mediocre and 
just about 14% could be categorized as excellent. 
Thus, the companies belonging to the manufacturing sector need to drastically 
improve their performance on marketing orientation as it is critical to a company's 
success. 
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Service Sector 
From the above table it is clear that the performance of about 22% of the companies 
belonging to the service sector was poor, while that of 41% was mediocre and that of 
37% could be categorized as excellent. 
Thus, the companies belonging to the service sector faired better than their 
counterparts belonging to the manufacturing sector but still there is scope for 
improvement. 
Orientation Towards Top Management 
Manufacturing Sector 
From the above table it is clear that the performance of about 33% of the companies 
belonging to the manufacturing sector was poor, while that of 41 % was mediocre and 
about 25% could be categorized as excellent. 
Thus, the top management of the companies belonging to the manufacturing sector 
need to be more proactive towards the adoption of web-based marketing concept, 
and there is scope for the mediocre companies to excel further. 
Service Sector 
Thus, about 17% of the service companies belong to the poor category. A majority of 
service companies fell in the mediocre (43%) category and about 40% of the service 
companies were performing excellent on the dimension top management orientation. 
Thus, it can be construed that the service sector is performing far better than the 
manufacturing sector and are seen to be sensitive towards Us top management 
emphasis on web-based marketing. 
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Financial Orientation 
Manufacturing Sector 
Table 6.2 clearly shows that about 32% of the companies were poor, while the 
performance of a majority of them (54%) was mediocre. The performance of only a 
handful (14%) of them was excellent. 
Thus, it can be inferred that majority of companies belonging to the manufacturing 
sector need to improve upon their financial orientation. 
Service Sector 
Nearly 30% fell in the poor category. While 38% of them were performing average 
and close to 35% of them fell in the excellent category. 
Thus, it can be construed that while most companies from the service sector are 
performing well in their financial orientation, the mediocre ones have immense 
scope to upgrade their performance. 
Orientation Towards Cyber Issues 
Manufacturing Sector 
It was observed that nearly 42% of the manufacturing companies performed poorly, 
while almost 50% of them performed mediocre and a small percentage of them 
(9.5%) performed excellent. 
Thus, findings indicate that majority of the manufacturing companies need to gear 
themselves to tackle the cyber issues. They need to increase the level of trust and 
confidence amongst their customers and improve upon the security measures. 
Service Sector 
It was found that about 28% of the service companies were performing poorly, 41% 
of them were mediocre and the performance of nearly 31% was excellent. 
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Thus, it may be inferred that even the service sector needs to be more sensitive to 
cyber issues. They need to improve their existing performance from mediocre to 
excellent. 
Orientation Towards Online Transactions 
Manufacturing Sector 
Almost 32% of the manufacturing companies under study performed poorly, a 
majority of them (63%) were mediocre, while the performance of 5% was excellent. 
Thus, it can be stated that the companies belonging to the manufacturing sector can 
satisfy their customers even better by allowing customers to track their orders 
electronically and by accepting online orders and payments. They possess the 
potential to improve as even now their performance was satisfactory. 
Service Sector 
Herein, around 20% of the service companies were poor, mediocre performance was 
exhibited by 61% of them and only 20% could be categorized as excellent. 
Thus, it may be construed that service companies are indeed performing better than 
the manufacturing sector. They are more inclined towards providing its customers 
with the facilities for online payments, tracking orders and being technology savvy. 
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Orientation Towards Suppliers 
Manufacturing Sector 
Around 30% of the manufacturing companies were seen to be performing poorly, 
44% were average and the performance of over 25% was excellent. 
Thus, it may be construed that the manufacturing sector needs to work upon their 
existing strategy towards their suppliers. They need to go online in terms of bidding, 
in helping its suppliers to track orders electronically, link them with their databases 
and allow for online searching and locating potential suppliers. 
Service Sector 
The performance of 27% was poor, 45% mediocre and just 28% could be categorized 
as excellent. 
They were found to be performing at almost at par with the manufacturing sector 
on this dimension. Hence, they too need to improve on similar lines as the 
manufacturing sector. 
Orientation Towards Competitors 
Manufacturing Sector 
Almost 32% of them were performing poor. Close to 46% were performing mediocre 
and only 23 % approx. were performing excellent. 
Thus, it may be interpreted that the manufacturing companies need to re-orient 
their competitor based strategies. They need to be aware of their competitor's 
strengths and weaknesses in order to gain competitive edge. They need to employ 
innovative technologies, keeping pace with time and rapidly respond to competitors 
actions in the marketplace. 
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Service Sector 
The service sector had almost 30% of the companies performing as poor. Majority of 
companies (50%) fell in the mediocre category, while almost 20% of them were 
performing excellent. 
Thus, it can be inferred that just like the companies belonging to the manufacturing 
sector, they too need to improve upon their orientation towards competitor. 
Orientation Towards E-Business 
Manufacturing Sector 
Herein, 40% of the manufacturing companies fell in the poor category, 44% exhibited 
mediocre performance while about 16% of them were excellent on this dimension. 
Thus, it may be construed that the manufacturing companies need to re-strategise 
their e-business orientation. They would be required to work towards this since 
customers are today seen to be demanding stronger e-business relationships. 
Service Sector 
Herein, very few service companies were seen to be performing poorly. Majority of 
them fell in the category mediocre (43%) and excellent (41%). 
Thus, it may be construed that the service companies are performing far better than 
the manufacturing companies in terms of their e-business orientation. They seem to 
be adhering to the needed e-business strategy and have formed strong e-business 
relations with their customers. 
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Orientation Towards Company Responsiveness 
Manufacturing Sector 
A significant number of companies (35%) could be categorized as poor, 44% were 
mediocre while about 21% of them were performing excellent. 
Thus, it may be stated that the manufacturing companies need to be more 
responsiveness towards their customers. They need to rapidly respond to customer 
queries, provide them with real-time solutions and thus, must invest substantially in 
advanced business and technology training to achieve this objective. 
Service Sector 
Herein, about 30% of the service companies are performing poor. About 40% of them 
are performing mediocre and about 32% of them are performing excellent. 
Thus, it may be inferred that the service companies are almost at par with the 
manufacturing counterparts. Their current status points towards need for 
improvement. They need to be more responsive and provide real-time solutions to its 
customers, and be prompt in responding to them. 
Customer Orientation 
Manufacturing Sector 
Herein, about 35% of the manufacturing companies could be categorized as poor. A 
majority of them (55%) were mediocre and only a handful of them were excellent 
(9.5%) on this dimension. 
In business today, wherein, the customer is treated like a king, there is not much 
scope for companies to ignore them. Today's customer requires regular updates 
which the manufacturing companies must be prepared to provide. Also, they need to 
respond to adopt new technologies to enable prompt response and assist their 
customers so as to improve on this dimension. 
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Service Sector 
The performance of 25% of the service companies was poor, 50% were mediocre and 
about 24% could be categorized as excellent. 
Thus, the performance of the service companies was found to be better than the 
manufacturing companies. The service companies under study seem to be more 
sensitive towards the needs of their customers. They are more inclined towards 
customer orientation and they perhaps have more proactively embraced customer 
friendly technology. 
6.2.3: Conclusions Based on T-test Results 
Independent sample t-test was used to investigate the differences in means between 
companies belonging to the manufacturing and service sectors on each of the ten web 
marketing factors. The summary results for the same are presented in Table 6.3. 
Table 6.3: Summary Table for T-test Results 
Web Marketing 
Factors 
Marketing 
Orientation 
Orientation of Top 
Management's 
Financial Orientation 
Orinetation Towards 
Cyber Issues 
Online Transaction 
Orientation Towards 
Suppliers 
Orientation Towards 
Competitor's 
Orientation Towards 
E-business 
Company 
Responsiveness 
Customer 
Orientation 
Sector 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
Manufacturing 
Services 
N 
126 
102 
126 
102 
126 
102 
126 
102 
126 
102 
126 
102 
126 
102 
126 
102 
126 
102 
126 
102 
Mean 
35.7423 
38.3684 
23.0795 
25.6402 
19.4036 
21.3686 
11.3644 
12.4137 
5.4493 
6.7481 
14.8599 
15.3169 
12.0092 
12.0948 
16.3653 
19.1654 
11.0152 
11.4234 
11.6776 
12.3198 
Interpretation 
S 
S 
S 
S 
S 
NS 
NS 
S 
NS 
S 
S: Significant; NS: Not Significant 
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Marketing Orientation 
From the above table it is amply clear that significant differences exist between the 
companies belonging to manufacturing and service sectors. Further, from the means 
depicted in the Table 6.3, it can be inferred that service sector companies faired 
comparatively better on marketing orientation. 
TOP Management Orientation 
Table 6.3 clearly depicts significant differences exists between companies belonging 
to manufacturing and service companies in terms of top management orientation. 
Also, from the means, it can be inferred that the service sector fairs better on this 
domain than their counterparts. 
Financial Orientation 
Here too, there were significant differences between the two sectors. Also, there were 
observed differences in the means of these sectors with service sector fairing better 
than the manufacturing sector. 
Orientation Towards Cvber Issues 
It was observed that there were significant differences between the two sectors. And 
the service sector was slightly better off than the manufacturing sector. 
Orientation Towards Online Transactions 
Significant differences were observed between the two sectors. While looking at the 
means of both the sectors, it was apparent that the service sector was better than the 
manufacturing sector. 
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Orientation Towards Suppliers 
It was observed that there were no significant differences between the manufacturing 
and service sector. Also, while looking at the means of both the sectors, it was found 
that there was minimal difference. Hence, it may be construed that the service sector 
as well as the manufacturing sector were performing at par in their orientation 
towards suppliers. 
Orientation Towards Competitors 
Here too, there were no significant differences between the manufacturing as well as 
the service sector. Thus, it may be stated that with regard to the competitor 
orientation, both the manufacturing and service sector are performing at par. 
Orientation Towards E-Business 
Significant differences were observed between the manufacturing and service sector. 
It is apparent that the service sector fairs better while the manufacturing sector needs 
to improve. 
Orientation Towards Company Responsiveness 
It was observed that there were no significant differences between the two sectors. 
Thus, it may be inferred that their performance was at equal footing. 
Customer Orientation 
There were significant differences observed between the two sectors. Also, the higher 
mean value for service sector companies indicates that they are more customer 
oriented. 
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6.2.4. Conclusions Based on Chi-Square Test 
The main highlights of the results presented in Table 6.4 are as under: 
1. No significant association was observed on the following dimensions: 
Online presence 
Interactivity level of online presence 
Company type 
Use of company's website as intranet 
Net visibility 
Anytime-anywhere browsing 
FaciUtate online purchases 
Increase customer base 
Get real time feedback 
Employee use only 
B2B operations 
B2C operations 
C2C operations 
C2B operations 
Firefox browser 
2. However, significant association was observed in case of the following: 
• For use of company's website as extranet and intranet 
• Personalised service to customers 
• Cut down transaction time 
• Enable database maintenance 
• Streamlining supply chains 
• Use of internet explorer and netscape browsers 
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6.2.5. Interpretations on the Basis of Chi-square Test Results 
Table 6.4: Summary Table for Chi-square Test Results 
> ^ 5 ^ ^ i ^ ^^^^^T^mens ions under i ^ tudy^^^^B 
K 1 J Online presence 
^ ^ H ^ ^ l Interactivity level (interactive, somewhat 
^ ^ ^ ^ ^ H interactive & static) 
| H | H H | [ Company type (pure play or hybrid) 
^ ^ ^ ^ ^ H Use of company website as bitranet 
H H H H Use of company website as Extranet 
|K 6 "J Use of company website as Internet 
^ ^ ^ ^ ^ 1 Net visibility 
H F T " " ^ Anytime-anywhere browsing by customers 
^ H H H | Personalised service to customers 
^ ^ ^ ^ ^ 1 Facilitate online purchases 
W n Cut down transaction time 
^ ^ ^ ^ ^ H Increased customer base 
im^H^HI Enable database maintenance 
B 14 1 Get real time feedback 
^ ^ ^ ^ ^ H j Streamlining supply chain 
^ ^ ^ ^ ^ H Employees use only 
^ ^ ^ ^ H | B2B operations 
H ^ ^ I ^ H B2C operations 
V \^ 1 C2C operations 
Hj^^^Hj C2B operations 
^ ^ ^ ^ ^ H Internet explorer browser 
B ~ " ^ ^ " ^ Netscape browser 
^ 2 3 ^ J Firefox browser 
B - lnlerprelaliui\ I 
NS 
NS 1 
NS 
NS 
1 
S 
1 s i 
NS 
NS 
S 
NS 
1 ^ 
NS 
S 
NS 1 
S ' 
NS 
NS 
NS 
NS 
i NS 
S 
s 
NS 
i 
NS: No significant association; S: Significant association 
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6.2.6. Meeting the Research Objectives: Identifying the Problems and 
Prospects 
Given below are the objectives of the present study and major concomitant 
observations that help in delineating the prospects and problems of web-based 
marketing for Indian companies: 
• 
• 
• 
• 
To investigate the status of companies in terms of online presence- It was 
observed that 95% of the companies from manufacturing sector had online 
presence while 98% of the service sector companies had online presence. Thus, it 
is clear that the real issue is that of quality of online presence and the kind of 
experience it provides to the stakeholders. 
To generate a profile of companies which have an online presence in terms of 
interactivity of their websites- The results indicate that 35% of the companies 
belonging to manufacturing sector and 47% belonging to the service sector had 
interactive websites. Thus, indicating that companies from the manufacturing 
sector have a lot of catching up to do. 
To investigate the profile of the companies in terms of their net centricity. It was 
observed that 8% of the companies from manufacturing sector were 'pure click' 
while 27% of those from service sector companies were 'pure click'. 
To investigate the nature of deployment of organization's websites viz. as an 
Intranet, as Extranet or Internet- It was observed that 57% of the companies in the 
manufacturing sector had deployed their web sites as Intranet, 36% as Extranet 
and 70% as Internet. While in case of service sector companies, 45% had 
deployed them as Intranet, 24% as Extranet and 92% as Internet. Thus, it is 
indicative of the growing importance being attached to web presence. 
To investigate the perceived objectives of an organization for being online viz. 
net visibility, anytime-anywhere browsing, personalized service to customers, 
facilitate online purchases, cut down transaction time, increase customer base. 
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enable database maintenance, get real time feedback, streamlining supply chains 
and employee use only.- The following results emerged: 
> Net visibility-/? was found to be the objective in case of 68 % of 
manufacturing and 76 % companies from the service sector. 
> Anytime-any where browsing- It was found to be the objective in case 
of 70 % of manufacturing and 75 % companies from the service sector. 
> Personalized service to customers- It was found to be the objective in 
case of 37% of manufacturing and 53 % companies from the service 
sector. 
> Facilitate online purchases- It was found to be the objective in case of 
21 % of manufacturing and 29 % companies from the service sector. 
> Cut down transaction time- It was found to be the objective in case of 
just 13 % of manufacturing and 31 % companies from the service 
sector. 
> Increase customer base- It was found to be the objective in case of 48 
% of manufacturing and 44 % companies from the service sector. 
> Enable database maintenance- It was found to be the objective in case 
of 16 % of manufacturing and 33 % companies from the service sector. 
> Get real time feedback- It was found to be the objective in case of 35 % 
of manufacturing and 37 % companies from the service sector. 
> Streamlining supply chains- It was found to be the objective in case of 
just 9 % of manufacturing and 20 % companies from the service 
sector. 
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> Employee use only- It was found to be the objective in case of 16 % of 
manufacturing and 13 % companies from the service sector. 
Findings suggest that web-marketing is already on its way in India, but the overall 
performance of companies—both from manufacturing and service sectors—is not 
very encouraging. There is lot of scope for improvement. Companies need to 
undertake introspective soul searching exercise to discover the true potential of web 
marketing. 
• To investigate the perceived impact of online presence on sales tumover-
Surprisingly very few companies (less than 10%) responded to this question. 
Hence, the data available was not representative of the sample and thus was not 
analyzed. This is indicative of the either of the two—the companies are unduly 
secretive about revealing the sales turnover figures or they have not put in place 
systems to keep track of the sales that are happening due to web-marketing efforts. 
• To attempt to categorize the operations of companies that have adopted web based 
marketing in terms of their domains of operation, i.e. 
> B2B- It was found to be the domain of operation in case of 52 % of 
manufacturing and 64 % companies from the service sector. 
> B2C- It was found to be the domain of operation in case of 65 % of 
manufacturing and 64 % companies from the service sector. 
> C2C- It was found to be the domain of operation in case of 1 % of 
manufacturing and 2 % companies from the service sector. 
> C2B- It was found to be the domain of operation in case of 9 % of 
manufacturing and 4 % companies from the service sector. 
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The Indian companies need to realize that immense opportunity exists in the B2B 
domain and they need to fill the gaps to harness its true potential. In fact, forecasts 
suggest that B2B domain is going to witness most of the activity and the volume of 
business will be several times that of all the other domains (B2C, C2B etc.) taken 
together. Thus, the Indian companies need to put in place systems and processes that 
may enable them to seamlessly integrate their operations with this domain. 
Another observation that needs to be made is that the Indian companies are not paying 
the required attention to the consumer who is increasingly getting Internet savvy and 
may not hesitate in dumping the local companies in favour of those based outside the 
national borders. 
• To compare the performance of Indian companies in terms of various dimensions 
related to successful implementation of web marketing strategy: 
> Marketing Orientation: Service sector companies faired 
comparatively better. 
> Top Management Orientation: Service sector faired better. 
> Financial Orientation: Service sector faired better. 
> Orientation Towards Cyber Issues: Service sector was slightly 
better off than the manufacturing sector. 
> Orientation Towards Online Transactions: Service sector faired 
better. 
> Orientation Towards Supplier's: Service sector as well as the 
manufacturing sector were found to be performing at par in their 
orientation towards suppliers. 
> Orientation Towards Competitors: Both the manufacturing and 
service sector were found to performing at par. 
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> Orientation Towards E-business: Service sector faired better while 
the manufacturing sector needs to improve. 
> Orientation Towards Company Responsiveness: The performance 
of companies from the two sectors was on equal footing. 
> Customer Orientation: Service sector companies were found to be 
more customer oriented. 
It is clear that in case of majority of the web-marketing related factors, the 
performance of the service sector is better than that of the manufacturing sector. This 
is perhaps indicative of lackadaisical approach of the manufacturing sector and their 
failure in realizing the immense opportunities the web-marketing may herald for 
them. 
6.2.7. Recommendations 
1. Top Management Orientation 
Herein, since the performance of the manufacturing companies was not seen to be 
good, hence for them, the top management orientation was a problem. In fact, 
their performance was poor. They therefore need to improve upon a host of 
aspects related to the need to adapt to internet related marketing trends; be more 
sensitive towards competitor's initiatives; increase their online interactions to 
meet customer's future needs; they must provide resources to implement the e-
marketing practices; they must keep track of latest technology and e-business 
practices and work upon improving their sales through web marketing (Kohli & 
Jaworski, 1990; Wu, Mahajan & Balasubramainan, 2003). Since top management 
plays a critical role in shaping companies strategies when it comes to 
implementing web based marketing (Kohli & Jaworski, 1990), the role of top 
management in e-business context is hkely to be significant. Since, manufacturing 
sector is performing poorly in this, it is reconmiended that their top management 
should strategise such that they are completely involved in the implementation 
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process of web based marketing strategy and thereby attempt to reduce 
interdepartmental conflicts. 
2. Financial Orientation 
Herein, the manufacturing companies seem to be performing satisfactorily, 
however, close to the heels is their poor performance. Hence it is advised that they 
work towards reducing their costs at various levels and increase customer 
acquisition and retention. Despite the widely held belief that through Internet, 
products & services are available at a low cost (Gupta et al, 1995), yet the 
manufacturing sector seems to be lagging behind on their financial orientation. If 
they properly embrace the concept of distintermediation (Krishnamurthy, 2003), 
they too can hope to provide their products at reduced prices. 
3. Orientation Towards Cyber Issues 
It was seen that the companies from the manufacturing sector were performing 
poorly on this dimension. Companies must increase their awareness regarding 
cyber laws, cyber crimes, security issues, privacy issues and must take care of 
customer trust and confidence while implementing e-business practices. 
4. Orientation Towards Suppliers 
Previous studies (Ramsdell, 2000) have highlighted the role of web in getting rid 
of supply chain inefficiencies. But in the case of Indian companies, the 
manufacturing sector seems to be performing poorly on this dimension. 
Companies must allow their suppliers to directly link with their databases and 
networks. This would benefit not only the suppliers but also the companies in the 
form of reduction in time required for supplier search, material procurement, 
disbursement of payment as well as order tracking. 
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5. Orientation Towards Competitors 
A majority of manufacturing companies was seen to be performing poorly. Hence, 
as suggested by (Wu, Mahajan «&; Balasubramanian, 2003) they need to reorient 
their competitor oriented strategies and worlc upon adopting innovative 
technologies; adopt innovative web-bases technologies to gain competitive edge 
and learn to respond to competitors actions in real time. 
6. Orientation Towards E-business 
The manufacturing companies are seen to be performing poorly in this aspect, 
hence this is a problem area for them. They would be required to adopt e-business 
practices since customers demand it and not be seen as technologically deficient. 
7. Company Responsiveness 
Here too the companies from the manufacturing sector were found to be poor 
performers. In today's business world, customers desire rapid response from 
companies. This rapid response to a customer queries would go a long way in 
keeping the customer satisfied and developing a long lasting relationship with 
him. But this no doubt calls for substantial investment in advanced business 
processes and technologies as well as training of employees. 
8. Customer orientation 
The companies from manufacturing sector were poor performers. As suggested by 
several researcher (Seybold, 2000; Wu, Mahajan & Balasubramaian, 2003) they 
need to reorient their customer strategy and work towards providing complete 
satisfaction to their customers by providing them with regular updates, helping 
them to locate information and by responding to new technologies readily. The 
manufacturing sector's low emphasis on customer orientation was rather quite 
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prominent. It is recommended that they improve upon these areas since profit is 
seen to be reward for customer orientation, which creates a satisfied customer 
(Naver & Slater, 1990; Jaworski & KohU, 1992). As observed by Sallehhuddin 
(2004), this shall also help them improve and gain competitive advantage over 
their competitors. 
9. Personalised Service to Customers 
On this dimension, it was observed that about 44% of the companies responded 
favourably. Hence, it is recommended that companies from both the sectors need 
to pay importance to personalisation & customisation as they have been found to 
be critical success factors in web marketing (Seybold, 2000). 
10. Online Purchases 
An increasing number of Indians are shopping online. Yet their number may be 
miniscule in terms of India's population, but this is also indicative of the immense 
business opportunity that lies untapped. In this context, researchers (Urban et al, 
2000, Balasubramanian, Konkana & Menon, 2003) have pointed towards the role 
of trust. Thus, the Indian companies in general and the manufacturing sector in 
particular need to initiate steps in order to instill trust among the Indian consumers 
so as to enable them to migrate to Internet for online purchases. 
11. Interestingly, about 15% of the Indian companies were found to be using their 
websites for employee use only. This clearly indicates that they had not yet 
embraced web-marketing. It is recommended that the Indian companies need to 
focus beyond their employees towards other stakeholders. 
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In Table 6.5 an attempt has been made to summarize all the recommendations and 
suggested web-marketing strategies for Indian companies. 
Table 6.5 Summary Table for Suggested Web-marketing Strategies for Indian 
Companies 
p 
1 
-11 Dimensions Suggested Web-Based Marketing Strategies M M | 
Marketing 
Orientation 
Top Management 
Orientation 
Financial 
Orientation 
Orientation 
Towards Cyber 
Issues 
Orientation 
Towards Online 
Transaction 
Companies need to adopt and dovetail available as well as 
evolving web-marketing tools to improve customer 
satisfaction levels as also introduce web-based CRM 
practices to gain competitive edge. The net result in the long 
run would be an increase in market share, sales volume, 
customer acquisition, and customer retention. Positive fallout 
may be the strengthening of relationships with partners as 
well as suppliers. 1 
The top management of Indian companies in general and 
those of the manufacturing sector in particular needs to be 
proactive in the adoption and implementation of web-based 
marketing strategies. 
Companies need to quickly adopt web-based solutions to 
reduce costs related to production transactions, general 
management activities, marketing, coordinating with 
stakeholders, and acquiring new customers. 
Companies must increase their awareness regarding cyber 
laws, cyber crimes, security issues, privacy issues and must 
take care of customer trust and confidence while 
implementing e-business practices. 
Majority of the companies need to take steps to facilitate 
online transacdons in order to offer customers as well as 
other stakeholders the real benefits of web-marketing like 
any-time purchases, order tracking etc. 
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^ H | Orientation 
^ ^ H Towards 
^ ^ H Suppliers 
1 
^B^^ig 
Orientation 
Towards 
Competitors 
Orientation 
Towards E-
business 
Orientation 
Towards 
Company 
Responsiveness 
^^^H Customer 
^ ^ ^ 1 Orientation 
c Online presence 
Interactivity level 
of websites 
Use of 
Company's 
Website as 
Intranet, 
Extranet and 
Internet 
Companies must allow their suppliers to directly link with 
their databases and networks. This would benefit not only the 
suppliers but also the companies in the form of reduction in 
time required for supplier search, material procurement, 
disbursement of payment as well as order tracking. 
Companies should adopt innovative web-bases technologies 
to gain competitive edge. This may enable them to critically 
analyse their competitor's strengths and weaknesses and 
rapidly respond to their actions. 1 
Since, customers demand strong e-business relationships, 
companies must gear themselves up for this by implementing 
appropriate e-business strategies. 
In today's business world, customers desire rapid response 
from companies. This rapid response to a customer queries 
would go a long way in keeping the customer satisfied and 
forging a long term relationship with him. But this no doubt 
calls for substantial investment in advanced business 
processes and technologies as well as training of employees. 
The companies need to adopt web-based marketing tools in 
order to facilitate greater customer-company interaction and 
improved service delivery. 
More and more companies should attempt to have online 
presence 
The higher the interactivity level of a website, the better and 
faster would the response time, leading to improvement in 
user experience. ! 
Increasing number of companies must interact not only with 
its customers, but also suppliers, its employees 
i 
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Net visibility All the companies need to not only have net visibility but 
also facilitate greater interactivity. 
Anytime-
anywhere 
Browsing by 
Customers 
As increasing number of customers demand anytime-
anywhere browsing, companies must make attempts to 
facilitate the same. 
Personalised 
Service to 
Customers 
Companies need to adopt appropriate web-based technologies 
to offer personalized services to customers. They need to 
keep in mind that the demand for such services is bound to 
grow with time and that it will constitute an important 
ingredient in the mix of elements that add value to customer-
company interface. 
Facilitate Online 
Purchases 
Indian companies are still lagging behind in the adoption of 
technologies geared towards facilitating onhne purchases. 
Adoption of the same is the need of the hour as the present 
day customer is increasingly getting time-poor. He is also 
wary of traveling distances to make purchases especially in 
case of products where touch and feel factor does not play a 
significant role in purchase decisions. 
Cut Down 
Transaction Time 
Indian companies are still lagging behind in the adoption of 
technologies geared towards cutting down on transaction 
time. Adoption of the same is the need of the hour as it would 
lead to substantial saving in terms of money. 
Enable Database 
Maintenance 
Indian companies need to adopt technologies that will enable 
them to manage large databases. This is no doubt a pre-
requisite for improvement in CRM initiatives as also 
seamless interaction with other stakeholders such as 
suppliers, partners and even shareholders. 
Get Real Time 
Feedback 
Unless the Indian companies adopt technologies that enable 
them to get real-time feedback from their stakeholders, they 
may lag behind their counterparts in other parts of the world. 
It has to be kept in mind that if the Indian companies fail to 
get on board the 'web-marketing bandwagon' they may 
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^H^^g 
Streamlining 
Supply Chains 
continue to loose the Indian customers who is increasingly 
getting demanding and discerning too. 
1 
A number of researchers, in the context of countries like US, 
UK, Japan, Korea etc. have pointed out the need to 
streamline the supply chain operations. But Indian companies 
are yet to fully exploit the potential benefits that might accrue 
if the supply chains are revamped and reworked radically. 
This concept is all the more applicable in the context of 
adoption of web based business models. Thus, sooner the 
Indian companies adopt it, the better. | 
Section B 
6.3. Direction for Future Research 
On the basis of extensive literature survey as also the insight gained during the course 
of the present study, the following recommendations can be made regarding future 
research directions: 
1. There is a need for continued research in the area to keep track of the shifts 
occurring in this interesting business domain. This is all the more necessary as 
web-marketing is still in its stages of infancy in India. 
2. To gain a deeper understanding, it is suggested that detailed researches need to 
be carried out focusing on each of web-marketing dimensions, such as 
marketing orientation, top management orientation, etc., identified during the 
course of the present study. 
3. Instead of focusing on the two broad sectors i.e. manufacturing and service, 
future researchers need to concentrate on sub-sectors within the two. 
4. There is a need to carry out comparative studies encompassing companies that 
have successfully adopted web-marketing in countries like India and US. The 
same may not only add to the extant literature on the subject but may also 
enable the researchers in identifying areas where improvement can be affected 
on the basis of experiences of web marketers in the two countries. 
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5. Future researchers can perhaps improve upon the methodology adopted in the 
present study. For instance, they can administer questionnaires personally. It is 
hoped that this may lead to improvement in the quality of responses which 
could probably bring in newer findings. 
6. The sampling frame of the present study i.e. CII Member Directory, consisting 
of premier companies, may have given the study an upmarket bias. Thus, 
future researchers need to make an attempt to remove this bias. 
7. The structured questionnaire approach used in the present study can be 
supplemented with case study method to gain better understanding. 
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APPENDIX I 
Questionnaire 
Q. 1. Name of the Company 
Q. 2. a) Does your Company have online presence? Yes No 
b) If Yes, is it (please tick V): 
• An Interactive/dynamic Website 
• Somewhat Interactive Website 
• Non-Interactive/Static Website 
c) Kindly tick your Company type 
• Pure Play or Net Centric only 
• Hybrid or Bricks and Clicks only 
d) Your Company's website is used as an (You can tick V on more than one) 
• Intranet 
• Extranet 
• Internet 
Q. 3. Please give your portal/website address 
Q. 4. What are the objective(s) of your web presence? (You can tick V on more than one): 
To be visible on the net 
To facilitate anytime-anywhere product browsing by our customers 
To provide personalised service to customers 
To facilitate online purchases 
To cut down on the transaction time 
To increase customer base 
To enable maintenance of customer database 
To enable customers to provide real-time feedback 
To streamline supply chain 
For employee use only 
Any other, please specify 
Q. 5. How many people visit your website daily? 
'OUptolOO ii) 100-500 iii) 500-1000 iv) 1000-1500 v) 1500-2000 vi) 2000 & above 
Q.6. How frequently do you update your website? 
i) Daily ii) weekly iii) monthly iv) yearly v) Any Other (pi specify) 
Q. 7. What percentage of your total sales turnover (last year) will you attribute to sales 
through your website? % 
Q. 8. Your company's operations can be characterized as (You can tick V on more than 
one): 
a) B2B (Business to Business) 
b) B2C (Business to Consumer) 
c) C2C (Consumer to Consumer) 
d) C2B (Consumer to Business) 
e) Any other 
Q. 9. Which of the following browsers are supported by your website. (You can tick V on 
more than one): 
a) Internet Explorer 
b) Netscape 
c) Firefox 
f) Any other 
Q. 10. The following statements are related to the onset of web-based marketing in a 
company. Please read them carefully and using the scale given below, tick V in the appropriate 
cell: 
Strongly Disagree (SD) Disagree (D) Neither Agree Nor Disagree (NAND) 
Agree (A) Strongly Agree (SA) 
SN 
TM3. 
OTl. 
CR3. 
M04. 
FOl. 
TMl. 
EBl. 
F03. 
M02. 
Cu03. 
0T2. 
Statement 
Top Managers in our company often 
advise employees to be sensitive to 
competitors initiatives with regard to 
e-marketing or web Marketing 
We accept orders electronically from 
customers (online ordering) 
Our company invests substantially in 
advanced business and technical 
training for our managers and other 
personnel 
Our company is quick to learn about 
new technologies 
The costs of acquiring new customers 
have been substantially reduced 
Top Managers in our company 
continuously emphasize on adapting 
Internet Related Marketing trends or 
e-business tools 
Our major customers demand that we 
establish strong e-business 
relationships with them 
The costs of general management 
activities (e.g. planning and 
accounting costs) have been 
substantially reduced 
The sales volume of our products has 
increased 
In our industry, firms that do not 
readily adopt new technologies will 
be left behind competitors. 
We allow customers to track and 
inquire about their orders 
electronically 
SD 
® 
D 
® 
NAND 
© 
A 
© 
SA 
© 
SN 
C03. 
EB2 
CI3. 
M09. 
F06. 
C02. 
CRl. 
TM5. 
M05. 
F04. 
CuOl. 
TM4. 
CIl. 
Statement 
We believe that analysing and 
responding to competitors actions is 
crucial to maintain our competitive 
advantage 
A large number of our competitors 
and business partners have already 
adopted e-business practices 
Many of our customers are keen that 
our company must implement e-
business practices 
Our company sends regular updates 
about new product plans and other 
new developments (via e-mail) to its 
suppliers 
The costs of coordinating with 
suppliers, customers, and business 
partners have been substantially 
reduced 
The managers in our company often 
exchange information and views 
about our competitors 
We respond rapidly to customers 
information 
Top Managers in our company keep 
telling people that they must bring 
more of their business practices 
online in order to meet customer's 
future needs 
The prices of our products have 
changed 
The costs of marketing the product 
(e.g. advertising and promotion costs) 
have been substantially reduced 
Our customers want regular updates 
about new products 
Top Managers in our company often 
advise employees to keep track of the 
latest developments in Internet 
related business practices 
Our company is concerned about 
security issues and is taking requisite 
measures 
SD 
® 
D 
® 
NAND 
© 
A 
© 
SA 
© 
SN 
F05. 
TM6 
COl. 
S03. 
M08. 
0T3. 
COS. 
CR2. 
F07. 
S02. 
TM2. 
M06. 
C04. 
Statement 
The number of customers that we are 
able to retain has increased 
Top Managers are willing to try to 
provide strategic decision & provide 
necessary resources for implementing 
e-business practices/e-marketing 
practices 
It is important that we are seen as a 
cutting edge business that adopts 
innovative technologies 
Suppliers are allowed to bid online 
Our company has been able to 
strengthen its existing business 
relationships with partners and 
suppliers 
We would be considered technology 
deficient if we do not implement e-
business practices 
We respond rapidly to competitors 
actions 
Our company attempts to provide 
real-time solutions to customer 
problems (via web based service 
solutions) 
We use online marketplaces to source 
supplies (e.g. ariba.com; 
commerceone.com) 
Our suppliers can place and track 
orders electronically (e.g. online order 
placement) 
Top Managers in our organisation 
often advise employees to keep track 
of the latest developments in Internet 
technology 
Our customers are more loyal to us 
than before 
In our industry, most firms will 
ultimately end up adopting a wide 
1 range of e-business practices 
SD 
® 
D 
® 
NAND 
© 
A 
© 
SA 
© 
1 
SN 
M03. 
S04. 
TM7 
CI2. 
MOl. 
F02. 
SOI. 
EB3. 
F08. 
Cu02. 
M07. 
1 
Statement 
The number of new customers that 
we are able to acquire has increased 
Our company searches and locates 
potential suppliers online 
The contribution of sales through 
web based marketing is significantly 
high 
Our company strictly adheres to the 
applicable cyber laws 
The meirket share of our products has 
increased 
After implementing e-business 
practices, the no. of existing 
customers that we are able to retain 
have increased 
Our company permit suppliers to 
directly link up to our databases (e.g. 
via ERP systems) 
Our relationship with our major 
customers would have suffered if we 
had not implemented e-business 
practices 
The cost of production and 
transaction (e.g. raw material, order 
processing, warehousing and 
scheduling costs) in this company 
have been substantially reduced 
Our customers want to search & 
locate and send information to 
appropriate contacts within the 
company (via accessible online 
directories) 
Various departments and people in 
our company exchange information 
freely and frequently 
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